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FOREWO RD 


This year, in compiling Modern Publicity, the method has been adopted 
of inviting the experts of various countries to make a representative selec- 
tion, each of his own country, with notes as to the general position and 
where desirable on the individual illustrations. Issuing this invitation 
to their prospective collaborators, the Editors were careful to point out 
that whilst giving a free hand, they expected a display without bias of the 
best that each country could do; without bias, that is to say, except of 
the collaborators’ standard of a national “ best.’”” We looked on these 
national sections as making a sort of friendly international competition. 
In the case of some of the smaller countries we drew upon material at 
our own disposal, but for the most part the sections that appear in the 
following pages are the creation of the countries they represent. Each 
has an interest for the others, for visual advertising speaks all languages. 

We are not unaware, of course, of the fact that the individual stand- 
point of the selector must affect the atmosphere of his section, though 
his search has been nation wide, and that someone else might give a 
different impression again. What we say, however, is that this also 
has its value. Here are those of undisputed eminence in advertising 
explaining how they themselves approach the problem, the standards 
they set up, the qualities they expect. 

Even so, we are struck more by a basic agreement among our con- 
tributors than by divergence of opinion. Methods of approach may vary 
but one thing emphatically stands out—that our contributors all feel the 
national importance and responsibility of advertising. ‘They stress its 
ethical duty, its artistic duty, its patriotic duty in different degrees, but 
always with a sense that it has a duty. 

Thus we find among the annual advertising awards in the United 
States a specific award for a campaign which contributes most to the ad- 
vancement of advertising as a social force, or for a campaign distinguished 
for technical excellence and ethical soundness. Ashley in Great Britain and 
Tolmer in France lean towards an esthetic interpretation of advertising 
but still as part of its duty to progress and improve. Thus Tolmer indi- 
cates the réle of advertising as a popularisation of the modern movement. 


If we ask what Tolmer means by the modern movement, though he does 
not define it in so many words, our knowledge of his general attitude 
will tell us that he means the employment of every art in the way most 
in harmony with social ideals of to-day. 

If we turn to Italy and Germany we find still greater stress laid on the 
organic connection of publicity with the organisation of the state. In 
Ricciardi’s definition its mission is to aid ultimately in the prosperity and 
security of the nation. In Germany it has the same end, and “ trickiness ” 
and “‘ stunting ’’ are deprecated as being unworthy of it. The relation 
existing or desirable to-day between state and private enterprise, between 
individual problems of selling and civilised standards of living, becomes 
clearer and we think will present a more encouraging vista from this 
cross-section of what the creators of advertising are doing and thinking. 

The sections show how much excellent and vigorous advertising is 
being produced in America; that in France, though Tolmer criticizes 
the slowing pace of experiment in advertising design, there is much 
work of a high artstic order. Strictly limiting his section in the endeavour 
to arrive at principles rather than to give a comprehensive but miscel- 
laneous selection, Ashley shows the high standard in the combination of 
creative ideas and creative technique attained in Great Britain. German 
advertising, not so daring as in former years, reaches a level of quiet 
competence, whilst Italy, whose advertising, except for travel, is 
very self-contained and concentrated on the various aspects of self- 
sufficiency, is often extremely interesting in design and conception. 

In addition to the national sections, the trend in packaging and adverti- 
sing photography is marked by a limited illustrated section and notes 
on production complete the year’s record. 

That in previous years we have commented on a dwindling of new 
ideas in design has been taken by one or two superficial critics to mean 
that we approved of such a tendency. This is not the case. It should 
be obvious that publicity constantly needs the refreshing impulse of new 
ideas. The amount of stimulating work it is possible to present this year, 
in spite of some gaps and some disappointments, shows that the creative 
spirit in advertising 1s still alive. The increasing importance of the part 
it has to play in modern life 1s definitely affirmed. 
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The United States is so large in area, with 
advertising activities so extended and 
varied, that it would be almost an impossible 
task for any one man or group of men to 
determine the best magazine advertise 
ments, newpaper advertisements, posters, 
packages and mauling pieces from the 
hundreds of thousands of excellent examples 
produced each year. And it would be far 
too great a responsibility! Fortunately, 
is not necessary. In each of these divisions 
there are already well-established annual 
exhibits which select from the work of the 
nation. In compiling this American section, 
N. W. Ayer & Son, Inc., Philadelphia, 
acknowledges a debt of gratitude to the 
Annual Advertising Awards, the Annual 
Exhibition of the Ari Directors’ Club, the 
Irwin D. Wolf awards for Packaging, the 
Exhibit of Commercial Printing conducted 
by the American Institute of Graphic Arts, 


and the Annua) Exhibition of Cutdoor 
Advertising Art. 
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POS TER S 


Developments in outdoor advertising during 1937 
indicate that the poster at last is being considered as 
a separate and individual problem in art. No 
longer is it an adaptation from a coloured magazine 
illustration. It has national characteristics the 
human interest and often humorous type (Lincoln- 
Zephyr), the display of healthy, gay young bodies 
in bathing suits, the clever and primeval use of the 
pretty girl for Budweiser. An original and foreign 
note in American posters was the effective 
abstraction by Cassandre, ‘Watch the Fords Go By.”’ 
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>posheet poster for fiintzen Renitiing Mall 
ARTIST  Geore Petty AGTINGY  Bottstord. 
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24-Sheet poster for bord Motor Company ARTIS | 
A OM. Gassandre AGENCY ON Wo Aver & 


Son, Ine 
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24-sheet poster for Lincoln Motor Company 
ARTIST: Howard Scot. AGENCY: McCann 


Erickson, [nc. 
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PUBLICATION S§S 


Somebody once made the remark that without formal histories, state papers, 
congressional records, the temper and habits of a people would be revealed 
by the advertising pages. That observation could be applied with justice to 
American advertising during 1937. The depths of a depression had come 
and gone. The advertising scars they left were healed, or healing. The 
wild, panicky insistence on ‘‘ buck-eye ’’ display and screaming, jumbled type 
faces had disappeared. Good taste is evident in the advertising ideas and 
in the art, which, proportionately, receives more emphasis than ever. The 
reason must be evident: That good taste, once again, has been found an 
effective commercial weapon. 
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Art J)trectors’ Club Medal. Color Painting. 
ARTIST: Alexander Brook. AGENCY: N. W. 
Ayer & Son, Inc. ADVERTISER: Steinway & 
Sons, Ine. 








Art Directors Award for Distinctive 
Merino Black and White TPlustration ion 
Miss) Afagpazine AR EIST NAMM, 
Caissandre NVGENGY ON W Aver A 
Son, Ine ADVER PESEER | © ontamer 
Corp ooof Amen 


Art Jrectots © tub) Medal Photo- 
vraphuc Hhustraton AR EPISE  ‘Porkel 
Koarling AGENCY | Walter 
Thompson Go. ADVERTISER The 
L'nion Central Date Pasurance €o 
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Mbove - Art Directors’ Award tor Dis- 
tinctive Merit. Black and White Ilustra- 
nonin Trade Publications. ARTIS'L : 
(, Peter Helck. ADVERTISER : 
Woman's Home Comparmon. 
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Art Directors’ Award for Dis- 
unctive Merit. Photographi Ubustra- 
rion in Trade Publicauons. ARTIST: 
Albert 9 Adarns. ADVERTISER : 
Adams Studio. 
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“lr left: Art Directors’ Club 
Medal. Black and White Tlustra 
tion. ARTVIST: Melbourne 
Brindle. AGENCY :) Bowman, 
Deute, Cumungs, Inc. ADVER- 
TISER: Hawai Tourist Bureau 


Atooight :) Art Directors’ Club 
Medal. Design ot Complete Ad- 
vertisement. ARTIST. Leshe 
Gill. ADVEIERTISER: George 
Baur, Ine. 
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Distinctive Merit. Di play Poster, 
ARLIND © Stanley Grane. ADVER- 
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PACKAGE § 


Certain work-a-day packages must take into account the 
display needs of retail stores, where they compete for 
visibility with other packages on the shelves. A 
fine example is the Canterbury Tea carton. Other 
packages must surround an article of luxury with 
additional and appropriate beauty. Good examples are 
the Cannon Band Box of towels and the Schiaparelli 
Shocking Perfume ‘‘dress form.’’ A marked trend in 
modern packaging is to make the container serve a useful 
purpose in addition to wrapping the goods. Thus the 
neat container for Dixie Cups becomes a wall dispenser, 
and the Stetson package, wisely enough, is a practical, 
durable hat box. All packages illustrated won Wolf Awards. 





} 
Above : Lfendlaneirtapanthpingdcsaah Medeor Above : i decd Ay Ss tle foal 
 ~-gackaging materials in one or more cs. romote the product as a gift. Cannon Ox. 
: sss Entered and designed by Cannon Mills, Inc. 
Below : The most effective use of more than one Below : Schiaparelli Shocking Perfume. Entered 
colours. Savereign Hat Box. Used by ao > by Parfums Schiaparelli, designed by Elsa 
‘ Season Comppay,- designed by Martin : Schiaparelli. 
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DIRECT MATIL 


By the tons, direct mailis spread across the land—and bythe tons the 


average ofit is thrown into the waste-basket. Unless! . Unless, 


it is so interesting or so clever that it »us1 be read . . .. Unless, 


it is so beautiful that its receiver dur: not throw it away. There 


has been great progress along both lines during 1937. Inhibitions 
seem not to bother the designers of these finer pieces. They have 
accepted the responsibility of being original. They have combined 


modern layout with classical typography and vice versa. They 
have designed as they pleased. And results fairly defy the 
recipient to make a gesture towards the waste-basket ! 
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Dect-minl advertising for Collins, Maller & 


Plute hangs, Trac Desiened by John Averill and 
ostibited by the American Institute of Graphic Arts, 
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I Graph Arty clbowe . Chicago Designers, bookle 

¢ illustrated by Dale Nichols. dr deft, above : Caté 

ii log by the Art Center School, Los Angeles, Cals 
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Medal Award, Annual Advertising 
Awards. for @ campaten appearing 
in trade and professional publications 


Dane Pee which is distinguished for technical 
we te ae a excellence and ethical soundness, 
eee AGENCY: N. W. Ayer & Son, 
Sr ar aoe Inc. ADVERTISER: Caterpillar 
eee ‘Tractor Company. | 
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Medal Award, Annual Advertising 
Awards, Ifor as sertes of advertises 
ments most destineuished by excellence 
of favout, art and typography, 
AGENCY: Batten, Barton, Dur- 
stine & Osborn, Inc. ADVE. 
TISER: United States Steel. 
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Honorable Mention, Annual 
Advertising Awards, 9 fter a series of 
advertisements most distingunhed bv 
eacellence of luyout, art, and ipo- 


graphy. ADVERTISER: WOR. 


Honorable Mention, Annual 
Advertsing Awards. For a campaign 
appearing im national mapanines 
which 1s distinguished for technical 
excellence and  ethicul soundness, 
AGENCY: Young & Rubicam, 
Inc. ADVERTISER: ‘The Wahl 
Company, 
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Honorable Mention, Annual Advertising 
Awards. For aiosertes of aden tiscanen ts PHONE 
distinguished bveevcellence of copy. AGENCY : 
Young & Rubicam, Ine. 


ADVERTISER ; 
Packard Motor Company. 








ALTER FIETY THE HILLS GET HIGHER 


Honorable Mention, Annual Advertising Awards. 9 for a campanin 
hich conmibures mast to the advancement of advertame as a soctal farce. 
AGENCY. William Douglas McAdams Advertising Agency. 
VERTISER: Lk 
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Lincoln-Zephyr magazine advertise- 
ment in color. 


Medal Award, Annual Advertising 
Awards. I*or a campaign which 
TOT ACT _ contributes most to the advaticement 
Anton, Bruchl Eo SS of advertising as a social force. 
Ayer & Son, Inc. ADVERTISER : 
Lincoln Motor Company, 


AGENCY: Doremus & Company. 
ADVERTISER: 


Bank of New 
York & Trust Co. 


aee* 





“Aman dearns a dot. buddimy 25 mullion cars!” 


may 


Meenas ft, Cr a Pa oe mm ! }s * { ‘ ! “ty 

the lave tet ON cot Py rood ty ey be { ae, yoy 

ter dev wr tt ‘ % ! ' (hk abe g 

ah Mat foe, os . i f. ‘ ‘ ' nyo | ty hay fis a ey 

Ts Ye Poy t \ \ Wy 
“Take ote bt ae FR, 1 We gh 8 Cy ' { 2 ms Vet bd 

tefl mvc Famer Boag te nie woos ts athe 


than Se Mpa Nooumds fo ong ' ivan) i rn H wh vet 





Read Barly hanat yy arth 


Caen We Naw beokt Svphides ce he 


[uadies' tome JOUR NAT 


Above, left > Honvurable Mention, Annual Advertising Awards. 
neuspapers which is distinguished for technical excellence and ethical soundness. 
Ford Motor Company. 
Tur a nanonal campaign appearing in newspapers which ts distinguished for technical 


AGENCY: N. W. Ayer & Son, Inc. 


& Son, Inc. ADVERTISER : 
Advertising Awards. 
excellence and ethical soundness, 


Company, 


Publishing Company. Below, right : 
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Below, left : Medal Award, Annual Advertising Awards. 


in newspapers which is distinguished for technical excellence and ethical soundness. 
Medal Award, Annual Advertising Awards. 
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For a national campaign appearing in 
AGENCY: N. W. Ayer 
Honorable Mention, Annual 
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Above, right : 


ADVERTISER: Ford Motor 
For a national campaign appearing 
ADVERTISER: Curtis 


For a series of 


advertisements most distinguished by excellence of copy. ADVERTISER: R. H. Macy & Company. 
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Above, left: Wonorable Mention, Annual Advertising Awards. fron a local campaign appearing in newspapers 
which is distinguished for technical excellence and ethical soundness. AGENCY: N. Wo Ayer & Son, Inc. 
ADVERTISER : Illinois Bell Telephone Company. dove, right: Honorable Mention, Annual Advertising 
Awards. For a local campaign appearing im newspapers which iw distinguished for technical excellence and ethical 
soundness. AGENCY: ‘The Newell-Emmett Company, Inc. ADVERTISER: ‘Vhe Savings Bank of 
Manhattan, Bronx & Westchester. Below, deft: Magazine Advertisement in Black and White. PLIUS- 
TTRATOR: Ruth Alexander Nichols. AGENCY: N. W. Ayer & Son, Inc. ADVERTISER: American 
Telephone and ‘Telegraph Company. Below, nght : Honorable Menuon, Annual Advertising Awards, 9 Por a 
series of advertisements most distinguished by excellence of lavout, art, and tvpowraphy. ADVERTISER: WOR, 
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Annual Advertising § Awards, Honorable Annual Advertising Awards, Monvrable 
Mention. For a campaign appearing im national Mention. For a campaign appearing in national 
mugacines which is distinguished for technical magasines which is distinguished for technical 
excellence and ethical soundness, excellence and ethical soundness. 
AGENCY : N. W. Aver & Son, Ine. AGENCY, N. W. Ayer & Son, Inc. 
ADVERTISER: Yardley & Co. I.td. ALDVERTISER: Yardley & Co. Ltd. 
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Annual Advertising Awards, Medal. J'or a 
cumpaiyn appearing in national magusines ne . 
which 1s distinguished for technical excellence Annual Advertising Awards, Silver Medal. 
und ethical soundness. AGHENCY: Pedlar & To Edward Steichen. Advertising example of 
Ryan, Inc. ADVERTISER: Bristol-Meyers Steichen’s Carnera art from Cannon Mills. 
Company (Ipana Toothpaste). Campaign by N. W. Ayer & Son, Inc. 
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Att Directors’ Awatd for Distinctive Aferit, 
Photographic Tiustration im Class Magazines. 
ARTIST: Anton Bruel AGENGY . 
Bown, Deate, © unum, Trac, ADVER 
TISER . Matson Navigation Cio, 


Art Directors’ Award for Distinctive Merit. 
Colour Wustration in Mass Magazines. 
ARTIST: Stevan Dohanos. AGENCY: 
Young & Rubicam, Inc. ADVERTISER: 
‘The ‘Travelers Lite Insurance Co. 
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A LITTLE LIGHT ON A DARK SUBJECT 
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bei). left * Honorable Mention, Annual Advertising Awards. For a series of advertisement, 
most distingnashed by ceacellence of lavout, art, and twpagraphy. AGENCY: Alley & Richards 
Company. ADVERTISER. United States Pipe & Foundry Company. Above, right : 
Magazine Advertisement in Color, ILLUSTRATOR: Buk Ulreich,h AGENCY: N, W. 
Aver & Son, Inc. ADVERTISER: Cannon Mills. Below, left: Honorable Mention, 
Annual Advertising Awards. Jfur a sertes of advertisements most distinguished for excellence of 
copy. AGENCY. J. M. Mathes, Inc. AIDVERTISER: ‘The Maryland Casualty Com- 
pany. Below, right: Magazine Advertisement in Color. ILLUSTRATOR: A. M. 
C.assandre. AGENCY : N. W. Aver & Son, Inc. ADVERTISER : Hawaiian Pineapple Co. 
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FRANCE 


If graphic publicity is to remain in the forefront of the modern movement 
throughout the world, contributing (as its purpose requires) to speed up the 
popularisation of that movement, it must redouble its efforts. 


The severe competition which has grown up from the application to publi- 
city of all the by-products of light and sound must be taken into account. 
Graphic publicity is at the cross-roads. Helped by improvements in technique 
it has to maintain its progress forward. 

The attractions of colour are at its disposal. The three main reproduction 
processes, letterpress, gravure and offsct lend themselves to endless variation. 
Art, high standards of taste, new ideas, should, more than ever, be its source 
of inspiration. 

But, hike a river, beginning as a mountain torrent painfully and forcefully 
cutting out its course, printed publicity scems to be slowing down, now that 
it has reached more level going. The excuse is that it must obey the laws 
of economics and adapt itself to difficult times. 

The Paris Exhibition of 1937 gave publicity the opportunity of strengthening 
its prestige. Never has it been accorded such a place of honour. A Palace to 
itself and the collaboration of gifted men, assured it of a success which further 
convinced a very large public. The value of technical processes, such as 
photography, was emphatically demonstrated. Graphic publicity was very 
well represented and might be said to reach full bloom. It is a pity we must 
add that we could not find in it that essence of the movement of to-morrow 
which a really great form of expression always contains. 

In our age, when everything is organised, classified and card-indexcd, 
publicity has not escaped the trend. It is frequently called on to play a part 
as one instrument in a large orchestra. How can it undergo this discipline 
without losing its free individual spirit 2? Very often it is addressed to women. 
In that case it must preserve at all costs the charm and grace which the man 
in horn rims, who has worked out the general plan of campaign like a mathema- 
tical equation, has perhaps overlooked. 

It is up to us who have witnessed so many evolutionary movements to be 
aware of their transition, and to look to the harmonious use of new devclop- 
ments in the art of publicity. In that respect, also, lies the necessity of publica- 
tions like Modern Publicity. They provide extremely useful comparisons 
between the efforts of different countries, and act as excellent stimulants. 
They have greatly helped to make publicity one of the strongest forces in 
the modern world. 


SECTION COMPILED BY TOLMER 
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2iand 3, Magazine advertisements 
Projects by L.. Ferrand, 
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1 and 6. Drawings by R. Bret- 
Koch from a series “ The corset 
through the ages,” carried out for 
la gaine Scandale. 








CA DUM 


4. Drawing by Vertes for the Bal 
de la Couture. 


s. Menu by Vertes for “Te Pesage”’ 
bar. 


9, Publuity page for Gadum soap, 
Project by R. Bret-Koch. 
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6. Window Bill for Mariette 
Lydis, featuring an actual mbbon 
of taffeta. Produced by Synergie. 
Printed: Makowsky. 


e, Window bill for Mazda Llec- 
tric Batteries by R. de Lavererie. 
Producer: Printel. 


‘Meunier tu dors.” 
trom a oseties of cul- 


al out torehildren. ° Che 
a \ { Qld Songs of France.” 
Project by ‘Volmer, 


1. Normandy, from a series of Menus, 
* “Phe Provinces of France,"’ created by 
M. Bouchaud for Cognac Hennessy, 
Two colours, black and blue. Pro- 
ducer: “Volmer. 







2, Project for a cover of Vogue by Jean 
Picart le Doux. 
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3. Cover of the magazine L’Art Vivant, 
by Jean Picart le Doux. 


4. Mayvazine advertising page by Jean 
Picart Je Doux. 
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HE efforts made to in- 

crease Tourism, although 
relatively of recent date in 
France, have already pro- 
duced interesting results in 
graphic art. “Phe most lively 
of modern methods happily 
present the magnificent tradi- 
tional heritage of our pro- 
Vinees. Undoubtedly France 
Ina short time has shown her- 
1, Map of Languedos self the equal of the foreign 









ee BF Lace ‘dot 


Cover of a tolder pro- : 
duced by the Reau- Countries which have set an 
bourg laboratories. example in this direction. 





2. Small catalogue for Herme’s € \ 


(saddlers), Printer, Draeger, 


a 4.5. Vravel  tolders 
. the 


produced by 
Societe Nationale des 


(Shemiuns de Ker 
Francais. Govers by 
\ ML. Bouchaud. 





| 3. Folder, joint publicity of the traders of 
6. Travel folder for Place Vendome and rue de la Paix. In two 
Champagne and Lor- colours, black and brown. Producer, Printed. 
raine. Printer, 
Dracger. 9. Travel folder. Cover in colour by 


M. Bouchaud. 
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1, 2,3. Price list of Simon 
Fréres, furriers, produced by 
Léon Ulmann. Map in colour 
by Lucien Boucher ‘* The 
furry animals of the world,” 
Two inside plates by P. 
Mourgue. 


4. Travel folder in 2 colours, 6, Travel folder by M. 
black and green. Design by Bouchaud. 
M. Bouchaud. 


§. Folder“ Pleasures of Sum- 7. Drawing by Eric for the 
mer. produced for the Ltablissenents Nicolas — list 
(.hemins de Fer P.O. Midi, “Champagne Doyen.” Printer, 
by Paul Martial. Cover by Draeger. 

Bénigni. 
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HE field of activity covered by the 
Catalogue has taken rather extreme 
directions. For fashion it is in- 
Auenced by those magazines which are 
cheap but well presented. For heavy 
industry, it is often: made up of interesting 
full page photographs of a definitely 
modern type. It is to be noted that the 
car catalogue, formerly a speciality of 
Vrance, is becoming an increasing rarity. 
On the other hand, this form of adverusing 
has lost nothing of its vitality, and appears 
in the most eclectic guise. Brom colour 
photography to a popular type design, even 
in strictly commercial covers, all means of 
expression are employed, emphasising 
more and more the advance made by 
graphic over decorative methods in recent 
years. 



























1 Project by RR. Bret-Koch for 
“Henry a la Pensée °—tashion 
house. 


2. Winter Sports catalogue for the 
big stores Au Bon Marche. Cover 
inn colours— nile Allats, world 
ski-ing champion --photograph by 
Pierre Boucher Alliance Photo), 


3. Pamphlet giving practical mform- 
ation about the applications of 
electricity. Cover in two colours, 
black and bistre, by M. Bouchaud. 


4. Catalogue of toys as gifts for the 
big stores, “Au Bon Marche.” 
Cover im colour by bdim. Perot 


s. Catalogue for the big stores, 
“Aux Drei Quartiens Gover im 
colours on) brown) background by 
Marino Andreu. 
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4. Travel folder in 2 colours, 
black and green. Design by 
M. Bouchaud, 


§, Folder “ Pleasures of Sum- 
mer,’ produced = for — the 
C.hemins de ler P.O, Madi, 
by Paul Martial. Cover by 
Benigni. 


1,2, 3. Price list ot Simon 
Ireres, furriers, produced by 
Léon Ulmann. Map in colour 
by J.ucien Boucher ‘ The 
furry animals of the world.” 
Two inside plates by P. 
Mourgue. 
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folder 





4, Travel 
Bouchaud. 


by M. 


7, Drawing by Eric fur the 
Ktablissements Nicolas — list 
“Champagne Doyen.” Printer, 
IDraeger. 
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HE field of activity covered by the 
Catalogue has taken rather extreme 
directions. For fashion it is jn- 
fluenced by those magazines which are 
cheap but well presented. For heavy 
industry, it is often made up of interesting 
full page photegraphs of a definitely 
modern type. It is to be noted that the 
car catalogue, formerly a speciality of 
France, is becoming an increasing rarity. 
On the other hand, this form of advertising 
has lost nothing of its vitality, and appears 
in the most eclectic guise. From colour 
photography to a popular type design, even 
in strictly commercial covers, all means of 
expression are employed, emphasising 
more and more the advance made = by 
graphic over decorative methods in recent 
years. 
























Bret-Koch = for 
fashion 


1. Proget by R. 
“Henry oa hi Penseée ’ 
house. 


2. Winter Sports catalogue for the 
bog stores Au Bon Marche " Cover 
my colours—leoiile = Altats, world 
skiing champion —photograph by 
Pierre Boucher oAlliqgnce Photo), 


3. Pamphlet paving practical mform- 
avion about the upplications of 
electricity, Cover in two colours, 
black and bistre, by M. Bouchaud. 


4. Catalogue of toys as gifts for the 
big stores, “Au Bon Marché.” 
Cover im colour by Edm. Perot. 


5. Catalogue for the big stores, 
“Aux Drom Quarters. Gover in 
colours on brown) background by 
Mariano Andreu. 









1,2, 3. Price list of Simon 
Iréres, furriers, produced by 
Léon Ulmann, Map in colour 
by Lucien Boucher ‘ The 
furry animals of the world.” 
‘Two inside plates by P. 
Mourgue. 








4. Travel folder in 2 colours, 6. Travel folder by M. 
black and green. Design by Bouchaud. 


M. Bouchaud. 


§. Folder “ Pleasures of Sum- 7, Drawing by Eric for the 
mer,’ produced tor the Etablissements Nicolas list 
Chemins de Ter P.O. Midi, “Champagne Doyen.” Printer, 
by Paul Martial Cover by Draeger. 

Béngni. 
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HE field of activity covered by the 
Catalogue has taken rather extreme 
directions, For fashion it is ine 
fluenced by those magazines which are 
cheap but well presented. For heavy 
industry, it is often made up of interesting 
full page photegraphs of a = definitely 
modern type. It is to be noted thar the 


car catalogue, formerly a speciality of 


France, is becoming an increasing rarity. 
On the other hand, this form of advertising 
has lost nothing of its vitality, and appears 
in the most eclectic guise. From colour 
photography to a popular type design, even 
in strictly commercial covers, all means of 
expression are employed, emphasising 
more and more the advance made by 
graphic over decorative methods in recent 
years. 
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r Progeect by Ro Bret-Koch = for 
“Henry oa la Penséee "—tashion 
hhovise, 


2. Winter Sports catalogue for the 
tug stores °° Au Bon Marche 7” Gover 
in colours—Linule = Allan, world 
skiing champion —photograph by 
Pierre Boucher «Alhanee Photo). 


3. Pamphlet giving practical mform- 
ation about the appheations of 
electricity. Cover in two colours, 
black and bistre, by M. Bouchaud. 


4. Catalogue of toys as gitts for the 
big stores, “Au Bon Marche.’ 
Gover in colour by Edin. Perot, 


5. Catalogue for the big stores, 
Aux (brow Quartiers.” Gover in 
colours on brown background by 
Marwno Andreu. 










I, 2, 3. Price list ot Simon 
Fréres, furriers, produced by 
Léon Ulmann. Map in colour 
by Lucien Boucher ‘ The 
furry unimals of the world,” 
Two inside plates by P, 
Mourgue. 








4. Travel folder in 2 colours, 6. Travel folder — by 
black and green. Design by Bouchaud. 


M. Bouchaud. 


§. Folder “ Pleasures of Sum- 7. Drawing by Eric for the 
mere’ produced for the Etablssements Nicolay — list 
Chemins de ker P.O. Midi, “Champagne Doyen.” Printer, 
by Paul Martial. Cover by Drauger. 

Bérigui, 
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HE field of activity covered by the 
Catalogue has taken rather extreme 
directions. Por fashion it is in- 
fluenced by those magazines which are 
cheap but well presented. For heavy 
industry, it is often made up of interesting 
full page photographs of a definitely 
modern type. It is to be noted that the 
car catalogue, formerly a speciality of 
France, is becoming an increasing rarity. 
On the other hand, this form of advertising 
has lost nothing of its vitality, and appears 
in the most eclectic guise. Krom colour 
Photography to a popular type design, even 
in strictly commercial covers, all means of 
expression are employed, emphasising 
more and more the advance made by 
graphic over decorative methods in recent 

























tT Project by RR. Bret-Roch = for 
“Henry aida Pensée -’—tashion 
house. 


2. Winter Sports catalogue tor the 
big stores Au Bon Matche Cover 
mn colours-—Eimile Alkan, 9 world 
skiing champion—photograph by 
Pierre Boucher -Allmancoe Photo). 


3. Pamphiet giving pracueal intorm- 
ation about the apphations aft 
electricity. Cover in two colours, 
black and bistre, by M. Bouchaud, 


4. Catalogue of toys as gifts for the 
big stores, “Au Bon Marche.” 
Cover an colour by dim. Perot, 


s. Catalogue for the big stores, 
“Aux ‘Drow Quartiers.” Gover an 
colours on brown) background by 
Mariano Andreu, 














I'V'H more difficult times, the 

Brochure has cleverly replaced 
the catalogue. Slight, less preten- 
tious and less commercial, the ad- 
vertising brochure is none the less 
efficient for making intelligent use 
of the freedom provided by a great 


variety ot sizes and folds, : 
1. Catalogue cover 
for Weiss Chocolate 


Printer, Draeger. 


2. Gover by M. Bou- 
chaud for a tourist 
brochure. Project by 
‘Tolmer. 













3. “Inte Space.” 
Brochure-catalogue 
tor Hotchkiss cars. 
Producer, Printel. 
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7. Project tor a brochure cover 
for the Normiandie. Imitation of 
sandblasted glass executed on 
metallic paper by Ternat. 








4,5,6. “Eight songs for 
children.” | Brochure pro- 
duced fur Gubey Labora- 
tories by Léon Ullmann. 
Covers and inside coluur 
plates by Marty. 
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Irangais. Printer: lraeger. 


2. Poster by Vinci for Air-France. Producer; 
Alépée. 


for a tourist poster by Jean Picart 


PAR 





More than any other form of advertising, the Poster has undergone 
the influence of modern painting. Its well-defined source can easily 
be traced, in the now very fashionable large wall panels which are 
carried out by hand and often treated in a very pictorial way. Depart- 
ing more and morc from a purely illustrative scheme it would seem 
that now the poster emerges from the very rules supported by the 
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ARS LONGA-VITA BREVIS 


2. Mural panel tor the Chemins de 
Jer du Réseau Paris — Lyon — 
Mediterranée. Design by Marton, 
Allianee Graphique production, 


PARTEZ P.L.M. 
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1. Poster produced by the Grands Reseuun 
de Chemins de Fer Frangats. Design by 
Marron—Allnime Crraphique production 
Printer: L. Danel. 








AIR FRANCE 


| 2 04 : - . in ¢ 
3. Small poster by R. Bret Koch for 


4. Cinema poster by Paul Colin. 
Air-France. Editions Océa. 





fC Rao yd eoREE NEG 


EXEREME-ORTENT 


s. Project for a poster by A. Simon, “ La 
Publicité,” 
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Inside pages of Afteny  Voere. monthty 

magazine conducted by “Formule Jacque- 
maire, No, 600° Produced bv Publires. 

Folder executed byw PL Hleraul on) the 

occasion oof the 1937 Eahsbution for the 
“NVeélin w82 "of Muller, papermuakers, 
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3,5. New Year's greeting cards by “Polmer 
for Antoine beauty products, 







4. Brittany, one of a series of the Provinces 
of France, created by MM. Bouchaud for 
Hennessy’s cognac. “Pwo colours, black and 
blue. Produced by “Poomer. 








6, Inside page of Sava, half-yearly magazine 
published by the Societe Anonyme de Crérance 
et @Armement. Photos, Zuber. Producer, 
Dorluna. 









7.8 Bans by Jack Roberts 
for Aux Graleries Lafayette, 
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1. Map of the world air route 
of Air-France by Lucien 
Boucher. Producer, Perceval 








+. 
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2. Wine dist ot the restaurant Aux 
relais. de ola Belle: Aurore” by Guy 
Arnoux. Producer, Leon Ullmann. 
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GALLERIES mardi ? février CANTS UPNTELLES 


LAFAYETTE ALE TIMS 


3. Catalogue oof the big stores * Aux 
Galeries Lafayette by Mariette Lydis. 


4. Men’s fashion plate produced by Printel. 


PARTUME 
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4. Covers for the magazine Arcla- 
: $ 
was meet ae Mae ana ff | een ** by Nathan. 
s. Miagazine advertisement fir 
ba s “ ‘ 
Gibbe’ shaving soap by A. Poupr: u. : 3 
Be ng 1 
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6. Magazine aivertisoment for the ; 
national lottery. Publicité Damour. ? 
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2. Catalogue of Henri 
L.cfedwre, bookseller. Cawer 


tn colour by Marvsette fo vies. 


A pubblgraphigue- Pars Pro- 
ductawn. 


1.4.6 Folder" Lanceln Zephyr” 
produced by the Mathur Co, 
Cover and imade plates in qulours 
with  gevhd Printer L)racger 


6." Whae” catakogue of the 
hig tore: “ Au Bon Marche ° 








9. Fodder for X-evy reflects 
Caner in ; 
and treue, by M 

Priester 
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1,2. Brochure list of Etablissements 
Nicolas. Title page and woodcut in 
colour by Galanis. Printer: Dracger. 


3. Catalogue for the Société 
Air Liquide.” Producer : 


Paul Martial. 








av 


C 


Any review off the work of a country hike Eugland, covering the penod of a year, could 
easily fill a volume... Inoan Annual including the work of France, Germany and the 
ULS.A., as well as England, the space is naturally too restricted for anything like a com- 
prehensive review of the whole field of pubbaty. 00. Frequently, in an endeavour to be 
as comprehensive as posable in a limited space, Annuals of this kind show, inimy opinion, 
far too many examples. All the reproductions, therefore, tend to be too small and too 
crowded for the reader to study casily. Adequate comment on the significance of the 
work Chosen becomes well-mnigh imposuble, 0. For these reasons, therefore, P have decided 
to choose a limited number of examples only from the held of posten, prew advertising 
and booklets thus enabling me to display them more prominently and comment. on 
them more fully than would otherwise be posible... 0 Pimustexplain alse that this sclecuon 
makes no attempt to be a documentary Crow-section of all the different styles and teche 
niques used throughout the period of 1937-38 ~butoaw purely an appraisal from my poset 
of view of what struck me as the most interesting and outstanding works... Asa practising 
designer and tvpographer myself, | am naturally as much interested in the technique of 
expression as in the idea to be expressed. In my behef the two are interdependent. This 
is advertising at its highest. Why stop short at the creativences of an idea or content 
oneself with the creativencss of technique alone. The creatiseness of the whole is what 
is important. ... In making my selection of work, DP have wught, therefore, to hind examples 
of what appear to me to be creative entities, free from irrelevancies-~clear, simple and 
precise statements in which the form and the idea intermingle. 
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ASHLEY HAVINDEN 
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Adverisement * Designer: H. Schieger 
Agent: John Tait & Partner Lid. 
Advertiser: Tinling 
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Surprise 


All four examples shown on this spread seem to me to be good instances of press 
advertisements which surprise the eye. They have only got to appear in the papers or 
magazines to be scen immediately by the most casual glancer. ... The Tinling one by 
reason of its unusual texture—its sense of silken luxury allied to surrealist imagery—evokes 
a sensation of avant-garde creation in the dress world. A powerful yet subtle symbol 
well-contrived for its purpose. ... The Elizabeth Arden advertisement appeared in colour 
in the smart magazines, catching one’s interest by the novel idea of having the figure in 
the picture write the headline. A few clements only, brilliantly arranged typographically, 
giving scale to the graceful sketch by Francis Marshall. ... The Worth magazine-page 
creates a sense of importance and elegance owing to a minimum of material being extrava- 
gantly housed in an elaborate framework—-so contrived as to give a feeling of modernity 
while still maintaining the richness of traditional ornament. A striking example of an 
advertisement depending entirely on the skill of a craftsman in decoration for its effect... . 
The Beer press advertisement depends for its effect on a space unusually deep for its width. 
The rhyme sheet form exploits this to advantage. Luckily, the key word “‘ Beer ”’ is able 
to achieve scale because of its shortness. The rugged simplicity of the technique is in 
keeping with the rugged simplicity of Beer. The rollicking rhymes suggest the conviviality 
of the Inn. 
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IN LONC CHAINS ORDINARY PETROL MOLECLLES bara tee quickly 


Why Shell has been RE-FORMED 


In the old days the thing was to get a petrol which is compression ratio. They then found that the in- 
would burn of explode ae quickly a possible. Thie creamed cylinder pressure caused ordinary prirol to 
wae all right until enginsers found that the way to = erplode too quickly The detonation or pinhing 
get more power from a given engine wae to increave — resulted tn lone of power and an over-heated engine 
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The problem, then wasty produce « petrol which had a rate 
of burning susnted tothe madern engine  SHtIL has solved the problem 
by changing tte molecular atructure “Thus te dane be a process called 
re-forming — Re-forming takes the atome of carbon and hydrogen which 


are present inall motor epirit. and puts them together in compact groupes 


Ales wath the ovsgen supplied bey the air from the carburettor. thus combustion 


instead of in tong chains as thes are i ordinary petrol of In thie condensed 


formation they cambine regularly and evenly instead of spasmodically 


&”* m controtled and punking preventod ln thie way SHELE offers you 


the advantages af s pure petrol ina form suned to the modern engine 
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Advertsement © Layout & A Kaught 
Drewing Rus 
Agent Alfred Pembertium Ita Advertisers 


Fantasy 
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You'll feel fresher when 
youve had a Guinness 
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Advertsermeet * Ireeing Rea U'huethes 
Agri & $4 Bann Jed 
Advertioet Arthur Ciusweres, ton & Ce Led. 
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The three adverusements shown here seem to me remarkable 
as demonstrating the growing use of fantasy as a means of 
stimulating an emotional intensity round an otherwise possibly 
humdrum subject. For many of us, our interest: is only 
aroused when our emotions are engaged... . The technical 
complexity of Shell Petrol components set out in a scientific 
textbook manner would not stand a chance of being read 
let alone understood by the public. Zero's fanciful diagram 
fascinates us and illuminates the point of the product without 
taking a heavy toll of our mental powers. 2... The G.P.O. 
advertisement uses a completely different form of fantasy, 
Here we have the wish-fulfilment dream, dear to the heart 
of every gardencr. It is clever layout to make the proportions 
of the illustration to the total space as enormous as the 
mammoth marrow is to the rest of the vegetables... . The 
* Daisy, Daisy” fantasy takes everyone over thirty back to 
the romantic past. The sophisticated satire of drawing and 
parody on the song are an example of technical virtuosity 
which is very entertaining. A pastiche of creative ingenuity, 
it succeeds in beguiling our minds with what 1s really a very 
homely product—a glass of stout. 
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* Designer; Hehersley Lombers. Advertiser: Landon Passengsr Transport Board. Printer: Wateriow & Suns 


Origmakity 


The posters shown here all have an original approach to their subject... . The Under- 
ground Christmas poster above is particularly successful in concentrating on the Christmas 
theme. The triptych form is admirable. It allows the bracketing of the more complex 
word elements with large and simple figures—so that there is no danger of the message 
escaping its context. The air-brush treatment of the children evokes a feeling of tender- 
ness and keeps the figures bold without being clumsy. ... The Shell and Ballet posters 
are unusual because of the way the words of the message form the basis of the design. 
A ribbon motif is common to both, yet cach has an entirely different optical effect. The 
Shell poster uses the ribbon to bind the words to a new container (the object of the message) 
and, at the same time, creates in terms of a typographical equivalent, a feeling of fluidity. 
The shape, configuration and colour scheme of the ribbon give a feeling of power and 
strength .... The ribbon letters in the “ Ballet” design, on the other hand, have the 
effect of delicacy and charm. The curious way in which they float in space is an admirable 
typographical equivalent for dancing figures and flowing draperies. ... The Orient Line 
poster is original because of its unusual use of new material. So many cruise posters have 
used conventional shipboard scenes, that they have made this approach too hackneyed 
to catch the attention. The work of surrealist painters has shown us how surprising the 
effect is when elements dissociated in life are related in a single composition. Beck helps 
us feel the discovery of a rare shell, by making the hand holding it an optical discovery 
itself. This wooden jointed hand is what first attracts our attention. Its association 
with the shell, and the colour background which suggests the horizon of a tropical sea— 
completes the picture of glamorous adventure in contrast to humdrum life. 


Poser * Designer: B. McKnight Kacfies. Agen: Rages Advertning Sereice Lad. Advarther: Ghall-Déen & BP. Lad. Poin: ). Webnor & Sen Lad. 
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Advertisement * Layout: Ashicy. Drswing: M. Burnistun Advertisement ° Agent: CC. @. . 


Agent: WW. S. Crawford Ltd. Advertiner ; 





Realism 








Walscy Lid. Advertsser: Nevtle's Milk Products Lid. 


We see so much realism in advertising defeating its own 
ends --like pretty girls’ heads over-idealized so that they lack 
the conviction of real life that TP have chosen, by contrast, 
three advertisements which demonstrate the valuc of simple 
realism when handled in a straightforward manner... . Each 
of these advertisements provides a good example of what | 
stated in my introduction, viz., that idea and technique are 
interdependent. Each could have been presented in an 
absolutely banal treatment, which would have ruined their 
cflectiveness. .. . Substitute a photograph less brilliant than 
the Nestlé one, climinate the clever cutting-in of the headline, 
and remove the balloon device for setting out the spoken 
copy, and the result would not attract a moment's attenuon. .. . 
In the Wolsey sock advertisement, the fading out of the shoes 
to throw the socks into prominence ts a good visual trick, 
which dominates the presentation. The dynamic layout 
of headlines, text and bracket creates an cxcitement for the 
eye which rivets attention on an advertisement, the subject 
of which is in itself unexciting. ... In the British Industrial 
Plastics advertisement the layout technique has extracted 
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the last ounce of drama vut of the unusual subject. The 


strong arrow shape carrying the name of the parasite acts 
like a pointing finger of condemnation, while the fluid shape 
in which the copy is set, suggests the inroads into the wood 

Truly a brilliant use of dynamic realism. 


madc by the beetle. 
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Tube cand *° Degeneres. Tom Gentlemen. Agrat Regret Advert Serene Lad. 
Adveruser: Shell-Men & &F. Lid Prewetr ] Weenet & bon Lid. 


Structural Unity 


The Shell Tube card, and the two pamphlet covers shown 
in colour, all exhibit the value of structural unity if a number 
of complex clements are to be made into a strong design... . 
The dissociated elements in the Shell card relate themsclves 
together spacially by means of the complementary angles of 
lettering and pictures, the whole design being stabilised by 
the hand placed horizontally across the vertical Jeft-hand 
edge of the light shape. This edge dividing the design cxactly 
in the middie, helps alse to relate the whole to the rectangle 
in which it is housed... . ‘The Baynard Press cover derives 
its strength from the tension set up between the horizontal 
placing of the parts, and the vertical direction of the uprights 
of the scrolls and the down-strokes of the letters. The structural 
unity of the design is further assisted by the echoing of the coloun 
and textures... . In the Orcades cover, although there seem 
to be many more clements than in the previous one, the subtle 
interpenctration of these clements links them together into 
a strong simple design. The tension here is between the 
foreground and the background. ‘The lettering and the 
lyre form themselves into a cohesive whole against an infinity 


of space. 
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Poster * Designer ; 
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BH. McKnight Kauffer, Agent: Regent Advertising Service Lid. Advertiser: Shell-Mex & B.P. Ltd. 


Scale 


One of the first principles of good poster and booklet cover design is 
that they should attract the eye. To do this properly a work must have 
scale... . All four designs in this spread are witness to this assertion. .. . 
Scale is not to be confused with size alone, for a small work can have 
scale as well as a big one. Scale ts, in fact, entirely a matter of proportion 
within the design, setting up a contrast between the sizes of the various 
elements... ..) The Shell poster creates its effect by the contrast in size 
between the compact realism of the acroplane photograph, and the large 
flat shapes creating the sense of an enormous three-dimensional special 
field surrounding it... . In the “ Friends Overseas"? booklet cover, 
Bawden uses a second colour in a bold structural way to make a contrast 
in scale to the smaller more detailed elaborations of the pen-drawn cle- 
ments, and, at the same time, to knit them together into a simple arresting 
silhouette... . The sense of scale in the Anchor booklet is partly contrived 
by the inclusion of a design too large within a space too small. The 
cutting off of the repetitive design suggests that there is more of it than 
meets the eye. ... Curiously enough, in the case of the Orion design, a 
sense of scale is here contrived by the exactly opposite means—that 1s 
the inclusion of a design too small in a space too large ! 


© Designer: Edwerd Dowden 

: Semest Advestining Agency Ladé- 
Adeertnes : Forman & Mawes Lad. 
Peimece : Hedeen & Keorms Lad. 
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Brochure cover * Designer: Robert Harting. Drewiag: Rix lavation card © Designer: Hens Autbesser 
Agent: Bverett Jones & Delamere Lid. Advertiser: Lilley & Agem : Stwert Advertising Agency Lad. Advorticnr: Porenem & Alaven Lad 
Printer: Adame Bros. & Shardicow Lid. Peineer : Chas. F. Ince & Som 
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These five examples taken from the different fields of the invitation 
card, the booklet and the poster all show the marked tendency today 
toward the use of a broad rough treatment. This is because the com- 
mercial statement in these media, to be effective must be a generalisation. 
It follows, therefore, that a detailed ‘ niggly " technique would be out 
cf place in a form designed to impress the eye quickly. And, as a generali- 
sation never has the individuality of an exact statement, the humanism 
of the artist's hand in executing the design creates this individuality. .. . 
The demands of commerce today are not so much for new ideas as for 
the old ideas expressed in a new way. The designer is therefore continually 
treading over the same picce of ground. There is nothing new in women 
wanting smart clothes, in people needing protection from rain, in being 
asked to parties or exhibitions or in visiting museums. How these old 
ideas can be presented in a fresh way 1s the designer's chief problem. . . . 
See how Topolski not only evokes the sensation of mankind battling with 
the clements, but conveys it in a very special and individual manner... . 
In “* Fashions Afoot " the problem of suggest- 
ing smart women in general, is admirably 
solved in Rix’s broad simplified sketch. It is 
the dash and grace of the technique, not the 
subject matter, that gives this magazine cover 
its character.... Again, it is the technique used 
to convey the simple idea of a glass of wine 
associated with draperies, that) makes this 
invitation to an exhibition of Old Bleach 
fabrics new and significant... . The ordinan- 
ness of the wording on the Fortnum and 
Mason invitation is made optically fascinating 
by the stylised cockerel’s head, symbolising 
wittily the firm's pride of achievement. The 
engaging personality of the invitation card 
suggests a similar quality in the show itself... . 
In the “ Travels in Time” poster, the free 
ingenious treatment of form and colour makes 
it possible to combine happily in a small space 
such vast conceptions as time, space and 
history, in a way which would be impossible 
with a more detailed technique. 
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a CHURCHMAN’S No.! f ACCLES & POLLOCK 
Makers and manipulators of weidiess steel 
f donare tinny y Mae SC sparerens Parreae ber that Lee Mavceue 9Q tre Pa PO Seve 1,7 
Advertisement * Agent: F.C. Pritchard, Wood & Partners | .td. Advertisement * Designer: E. F. Ballard 
Advertiser: W. A. & A.C. Churchman Agent: Cecil D. Notley Advertsing Ltd. Advertiser Accles a Pollock Ltd. 





Lxaggeration 


I have chosen the four advertisements shown here as good examples 
of exaggeration, dramatically used to create an unusual and stnking 
effect... . In the Churchman advertisement the idea itself is an amusing 
over-statement-—its very impossibility as a happening in life, lke a good 
farce, holds our attention and makes us laugh. Having won the reader’s 
interest the implication that Churchman’s are good cigarettes 1s absorbed 
unconsciously. The proportions of the advertisement are good. The 
simple cut-out half-tone reminiscent of a magazine illustration first attracts 
our attention—creating the right mood before reading the text below— 
wherein, of course, lies the real message. . . . The Accles and Pollock 
advertisement demonstrates visual exaggeration whereby the actual 
product is shown in over-life size which enlarges its significance just as 
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the microscope does in comparison to an ordinary camera. The dramatic 
effect is obtained by showing both the enlarged and the normal proportion 
in one advertisement... . In the Jaeger advertisement the cxaggeration 
used is of a different order altogether. -more subtle because the effect 
is made up of a combination of little exaggerations. “This is because it is 
necessary in fashion advertising today to bring out, not only the style 
points of the garments, but to throw glamour round the wearer. In 
such a way a sense of chic is evoked which not only qualifies the garment, 
but creates that prestige round the name so necessary to a fashion firm. 
The sketch implies chic by making the head smaller than in real life, 
thus giving height and slimness. The exaggerated sweep of the cape 
accentuates the narrow waist of the wearer. The simplicity of the tech- 
nique gives strength and character. In the Greys advertisement, literary 
and visual exaggeration combine happily together. This is the cartoon 
method, which presents its over-statement more satirically than the bluff 
obviousness of the Churchman method. The technique of the drawing, 
taken from a magazine context, helps to intensify its entertainment value. 
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Poster * Designer: HH. Schleger Powter * Desgner: Reynaldo Luza 
Advertiser: London Passenger Transport Board Advertiser: Lilley & Skinner Led. 
Printer: Weterlow & Sons Printer: Peal Ashdown & Hart Lad. 


Clavity 


As types of clear expression in a poster I have chosen here two 
extremes. ... The “ Highway Code ” is a brilliant example of very difficult 
material admirably co-ordinated. The designer clarifies by simple 
visual analysis an abstract notion of behaviour. It is unfortunate that 
it cannot be seen here in colour, because the colour plays a part in linking 
the phrase “ Highway Code” with the picture. This picture is 
‘surrealist’ in that the imposition of cyes and cars for heads underlines 
the necessity of super-awareness on the part of pedestrians in traffic. 
Also, such an unusual visual idea imports an interest and curiosity-appeal 
into a subject which would otherwise make dull poster material. ... The 
Lilley & Skinner design is of a totally different order. Here we have 
objective in place of subjective clarity. The actual shoe is shown like a 
precious jewel on the pedestal of an elegant hand and arm. Again the 
design loses by not being shown here in colour. The delicate drawing, 
and the pink of the shoe against the star-spangled blue splodge, state the 
case for feminine luxury with absolute clarity. 
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JERMANY 


German Advertising is shaped by two factors. Firstly—it must be a mirror of German commerce. 
Now, there is no secret about this country’s heroic struggle for raw materials and, in consequence, 
self-sufficiency. That means, many goods which other countries have in abundance, are scarce in 
Germany. Certain manufacturers merely have to satisfy the demands of the German market within 
the limits of their supply of raw materials. These have substituted other means of distribution for 
advertising. There remains necessarily a restricted group of goods which can prominently be ad- 
vertised, such as fashion and general houschold goods, cosmetics, cigarettes, motorcars, and, above 
all, Germany’s most outstanding possession, her own beauty and hospitality. If this already sets 
German Advertsing apart from that of other countries, transforming a free and lavish competition 
into a direction of consumption, the official German Advertising Regulations, secondly, have raised 
the moral standard of advertising above the average. ‘‘ Knocking at"’ competitors, even if only 
by implied comparison, is not allowed, nor is there a race of screaming, meaningless superlatives. 
If you claim your product to be the best, you have got to prove it, which is impossible. So, hack- 
neyed clichés are to be found nowhere in German Advertising. Artists and copywriters must dig 
themselves deeper into the inherent and intrinsic values of the goods they display and must discover 
what characteristics distinguish them from similar ones. This is why German Advertising is 
dignified, decent and, above all, true. It may miss the thrill of big stunts and scoops, but it creates 
confidence. The examples shown on the following pages are not chosen on their artistic merit alone, 
be it layout, design or copy ; they are picked out as being the most typical of German Advertising 


of to-day. 
L. FRITZ GRUBER 
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Designer: Konig. Designer: Ullmann. 
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Pamphlet Cover, 
Designer: Brauns. 


Showcard. 


Designer : Toni Zepf 
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Advertisement for Persil. 
Designer: Helmut Beyer. 
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Advertisement for cheese. 


Designer: Binder. 
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CIGARETTE ADVERTISING 


Above, left: Advertisement. Designer: W. Goetze. 
Above, right ; Showcard issued by Reemtsma. 


» Left: Advertisement. Designer : 
. Malachowski. 


»nieht: Advertisement. Designer : 
John Kisaner. 
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MEN’S FASHION 











Label for men’s shirts. 


| | 4 | PS 
| A B G Issued by Bemberg A.G. 


Poster for hats. Designer : 
Atelier Neumann, Vienna. 





Advertisement for ready-made suits. 
Designer: Olef Zinger. 






SPORTLICHE ANZUGE 
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ADVERTISEMENTS FOR TOOTH PASTE 





COSMETICS 


Showcard for Lavender Water. 
Designer: Professor Scheurich. 
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Advertisement for Powder. 
Designer: Kunze. 


Left: Advertisement for 
Toeca Powder. 
Designer: Hielscher. 
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Cover design by Roth. 





sand 
: of the c Freuda 
Arbeit-—special Number 


J ¢ 


j\e* \ w ww 4 ) 
oa ee et 
es 


O 


Ms 
Ase 


en 
4 sania 
, al " oy 





Showcard advertising choco-ate 
for festive occasions. 


Packages by Beucke and cigar box label by Bertsch. Designer : Karberg. 
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a tay building set of the City of 
lubeck, «8 new ‘i 
DESIGN: Mabteu 
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COVER DESIGNS (ORIGINALS IN COLOUR) FOR ITALIAN MAGAZINES 
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N this short survey of Italian publicity, emphasis is laid, because of their 
typically national character, on the manifestations of publicity in the service of 

‘“‘ autarchy.” This widespread movement has given rise to publicity campaigns, re- 
ferred to as ‘“‘ battles,” for the production or consumption of grain, grapes and wines, rice, 
sugar, fish, fruit, silk and rayon, aluminium, coal and the substitutes for wool and cotton 
(lanital, canapa, suiafiocco, cisalfa, etc.). From all of which efforts comes an ever more 
important activity in publicity reflecting the collective and corporative character of the modern 
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state. With regard to foreign 
products such publicity is by no 
means intended to impoverish 
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character. The aim is, more- 
over, to create new wants, to 
modify and educate the tastes 
and habits of the people in favour 
of the national product and to 
stimulate and encourage pro- 
ducers to the development of 
their business in this direction. 
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New scope for development is thus revealed to publicity, whose ultimate limits cannot 
today be foreseen, but which in the long run is bound to fulfil the supreme mission of publicity 
in the modern state—that of creating, by collective methods, the psychological atmosphere 
which will best aid the growth of production and the prosperity and security of the Nation. 
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ITALIAN 


TOURIST 
PROPAGANDA 


HE Italian State, through the Direzione Generale del Turismo, animates and controls all 

the vast machinery of propaganda devoted to the natural and artistic beauties of our country. 
Painters, photographers and designers find in this field a means of expression which, without 
losing contact with the immediate ends of propaganda, identifies itself with works of fine art. 
Here are some of the most typical creations of tourist propaganda. 
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Advertisements on this page issued by RICCIARDI Agency, Milan. 
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Cavadiné PRINTER Ra ond. 
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PROPAGANDA FOR THE 
STATE 

TOBACCO 
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These advertisements issued by U.P.1., Milan. 





NOTHER field in which the Italian State has greatly profited by a widespread, intelligent, 
and common-sense publicity, is the tobacco industry. 
Here are some of the advertisements produced by the Ufficio Tecnico dell’ Unione Pubblicita 
Italiana for the cigarettes Roma and Macedoma Extra. 
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State and collective publicity on which stress has been laid, far from hindering private 
UL. initiative encourages and helps it, preparing a favourable set of conditions in which private 
enterprise can attain its own success more casily. The correlation in some of our examples 
8 apparent and suggestive. 
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PAMETTOWNI 


AGENCY : Motta. DESIGNER : Erberto CG 
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expositions of Swedish arts and crafts in Warszawa and Praha. DESIGNER: Anders Beckman. 
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Seclion compiled 
by A. Stavenow, 
Swedish Society 
of Arts and Crafts. 
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Poater for the Royal Dramatical Theatre, Stuck- 





Poster for Skansen, open-air museum, Stockholm. halm DESIGNER S.-H 
DESIGNER : Gunnar Bergenhultz. PRINTER : PRINTER Jf 


"> AB. 
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Menu for the restaurant Regnbagen, Stockholm. 
DESIGNERS: B. Bull-Hedlund, Oro G. Carlsund. 
PRINTER: N. O. Mauritzons. 





Cover for a pamphiet on fire alarm, issued by the Ericsson 
Telephone Co, DESIGNER: Anders Beckman. 


PRINTER: Esselte AB. List of Drinks for the restaurant Gillet, Stockholm 


DESIGNER: Karin Ageman. PRINTER: Svenska 
Tryckeri AB. 
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Cover for the 
Anders Beckman. 


ine Sunt Foérnuft. 
RINTER: Esselte AB. 


Pamphiet for the grain mill J. G Swartz, 
No ing. DESIGNER: Marta Norlin. 
PRINTER: Esselte AB. 
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Folder for Persil-cleansing, Stockholm. DESIGNER | 


Folder for Bredenberg's storehouse for women's outfit, Stock- 
holm. DESIGNER: Karin Ageman. PRINTER: Esselte AB. Gunnar Bergenholtz. PRINTER: Easelte AB. 


Folder for Elektrolux AB, kerosene driven or. 
DESIGNER: Sten Rinaldo. PRINTER: AB. 
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** Mile after Mile.”” News advertisement for Norsk Brandseloljec a s, Oslo. AGENCY : Gumaili Reklames 
Annoncebyra, Oslo. ARTIST > ¥. F. epee PHOTO: Wilse. ‘“ Dance on deck.” N igen adver- 
tisement for norske Amerikalinje (The Norwegian America Line), Oslo. AGENCY : Myres Retiamebyrs, 


Oslo. ARTIST: H. Damsleth. “ Greater 


speed. Newspeper advertisement for 
Serensen & Balchen, Oslo. By Than Reklamebyra a s, Oalo. TIST: 
most irl i 


obs. Berggren, Oslo. “ — Did you 


i Sh Seer eee sypooenig ty Nord, Oslo Ohme 
u ta per advertisement in du ‘ . AGENCY: H ; 
ARTIST: Ivar Ma ilies 


uritz Hansen. N advertisement for Ariadne stockings. 
A. S. Stychausen, Espeland. AGENCY | Bergens Annonce-Byra, Bergen. " 


Section compiled by Thor Bjorn Schyberg 
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AGENCY = «a Hoydahl, Ohme, Oslo. ARTIST | 
CC), Kittelsen, Oalo. 
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ene ey The near kinship of Denmark to the Anglo-Saxon 
ae ee world is seen in the high standard of the Press in these 
os . "TY z ) countries. Sak 9 are here developed to a far greater 





oe ¥ : : degree than in er Continental countries and closely 
ee ee ere ee approximate to corresponding journals in Great Britain 

' and America both as regar printing, paper and the 
amount of advertising carried. to the proportionally 
large number of newspapers, advertising in Denmark is 
therefore mainly Press advertising, while advertising in 
wecklies and monthlies is relatively smaller. Advertising 
by posters 1s restricted by the small number of hoardings 
available due to stringent regulations, and a recent law 
has forbidden the use of all outdoor advertising which may 
mar the beauties of the landscape. Direct mail advertising 
is steadily on the increase, and Denmark has many 
printing establishments of the first rank. 

The technique of advertising in Denmark has made 
large strides in the last two decades. The trade offensive 
of the United States in the European markets after the 
war resulted in the victory of the American school of 
advertising. Danish advertising now follows the same 
lines as characterise advertising in English-speaking 
countries. Undoubtedly this style of advertising also 
appeals most to the mentality of the Danish people. 

here are about 60 advertising agencies in Denmark, 
but only about a score of these are large-scale creative 
agencies. The introduction of modern methods by these 
agencies, and their use of staffs trained in England and 
America, has caused the greater part of the advertising 
work in Denmark to be diverted to these agencies. 

In latter years, special emphasis has been laid on mer- 
chandising and side by side with an advance in artwork 
and copy has gone a steady development toward a more 
scientific and therefore more efficient advertising service. 
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Cherry Wine. ADVERTISER. Odense Vin 
Kom i. AGENT- Harlang & Toksvig 
DESIGNER: Vilh. Hansen. Part of 8 senes of 
advertisements. A stromg and well-balanced bayvut 
that draws attention to the main selling point which 
in this case 1s the sun-ripened chernes 
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Brecust 8 Aread. ADVERTISER KB Kaekhbeod. 
AGENT Era €) Eberiin DESIGNER: Law. An 
advertisement showing the incremes in sales by st 
with the ditame from one town to emaher (1 toms 
been perticularly unpurtant because it is a new product 
that secured seucoess within « short time 
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Giv Bernene Vitaminer 


Overalt — og ganshe azriig hes Familier med Berm — spores 
der den sterste Imteresee for den citaminiserede Selmarhet 
Margarine. Som Ernaringsvidenskaben saa ofte har panpeget, er dea 
daglige Kost altfor ofte meget vitaminfattig. Solmsrket Margarine 
afhjsiper dette Sayn, ferdi den Aaret rundt er wtamiuniseret med et 
henetant Indhold af de betydningsfulde A- og D-Vitanciner. 

Forlang derfor udtrykkelig den vitaminiserede Solmarhet 
Margurine. Den fame everalt og hoster ikhe mere end de guagee 
Standardmerker. 


SOLMARKET 
MARGARINE 


Vitaminiseret 


Ben bedete Vitaminktiide Aaret rvuedt. 


ec | 
Prodabt Seated genom Bracrmges ! 
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t: Advertisement for a fiat chocolate bar. AD- 
TISER: Galle & Jessen. AGENT: Eric C. 
Eberlin. DESIGNER: Sproge. An advertisernent 
that gets its message across at once; good appeal to 
sporting public. 











Right : dior indaia aaeeo SER: De a Tore 
PHOTO: S. Turck. “One of «tan of two colon 
Press advertisements ts for vitamised margarine. 
layout and utilisation of sunshine motive. 





4% GALLS 4 JESSEN 









Min Mand 
forlanger hver 
Thomas’ Wine. 
det er baade’Sundt, stvrkende 
og sumulerende. 
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De myo TELEFUINKEN htushinstrumontes or indbog obet 
o! Kvebtet Se pee de tense Kebnettw  giand Dom 
ever don lette indetiing og den store leHarcelige Stele 
oq byt 1 den pragttuide rene Gengrroke 

De vi efter se, of TELEFUINKEN a det lerende 
Veriocuwmeanrts 





TELEFUNKEN Super Medtege: .Tenebuntinet” mead 4 
alttemte Kredee Kerthebgeonv sede Autornetnt fF edung- 
toqularmng Specalt 9 tits Fite: Star Udgenqeenerg. 
Gr emmelentinhtirung Ureversad Ke §7$. 


TELEFUNKEN 


MUSIKINSTRUMENTER 







U'pper - Wine ADVERTISER : Thoman’ gar AGENT : 
Aug. 3- oll &Co, DESIGNER. H. Theteander. An advertine- 
ment cost tor the weunl eymnenetrical tradition but neverthcless 
extremely jor! es 
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feed wie Vossen Bere ote Wagan: wow Gr tet wee ay 28 3 Qpeee eee 
Ooms Sneed =e, Oy ww bape Tee egng «© see te teow Pan tm 
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Lower left: Motor Cat Service. cag cod apg : Porm’ Motor 
arid A S. SS Pi beshrsan hid Tokevig. DESIGNER : 


R. W. Harvest. ging geri chan full impression 
rp i taanbag char ta ar of the advertieement. 

















Roght : Waelew ects. ADVERTISER: Telisfunkan. AGENT : 
Aue 1. Woe ® So. DESIGNER : Arne Seil. An stention- 
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POLAND 


Poland has alternated through the centuries 
between being a great, powerful State and a pro- 
vince of other states. Since 1918 it has been the 
largest State of Eastern Europe. Its cultural life 
has a double root—the strong, original peasant 
art and the influence of French art and intellect. 
This twofold influence is seen in commercial art 
as well as in other forms of artistic expression. 
The vivid, fresh colours of peasant art alternate 
with the delicate pastel shades characteristic of 
French posters. 

The best of Polish poster art is seen in the 
posters for Travel propaganda and for Exhibitions. 
The best poster artist is T. Gronowski, and others 
prominent are: Wernorowa, A. Wajwod and 
T. Trepowski. 

The poster series for the Polish Institute of 
Sociology is very interesting and important be- 
cause of the scope it offers the artists. It is a 
tribute to Polish printers that the standard of 


reproduction is high. 
CHARLES ROSNER 
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THREE EXHIBITION POSTERS OF THE 
“ TOSSPO ” 


(on opponte page) 
A. Warwod. 
T. Gronowsk. 


ae 


1. DESIGNER 
2. DESIGNER 
3. DESIGNER 


Wernorows. 


THREE POSTERS OF THE “INSTYTUT SPRAW 
SPOLECZNYCH "' 


4. DESIGNER : Dodach-Hryniewiec. 


s. DESIGNER 


T. Trepkowsk:. 
T. Trepkowsk:. 


6. DESIGNER 


2. 
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CZECHO- 
SLOVAKIA 


DESIGNER: Jonés. PRINTER: Neubert. ADVERTISER : aero 
Rotter. PRINTER 


1. ADVERTISER: Czechoslovak Strate Railways. 
TISER : Czechoslovak State Railways. DESIGNER : : 
va. PRINTER : ail 6. ADVERTISER : pear 


State Raley DESIGNER: Rotter. AD 
4and 5. ADVERTISER : Czechoslovak State Railwa DESIGNER : 
slovak Travel Bureau. DESIGNER: Dr. Zd. Rykr. PRINTER: A. 
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of Czechoslovak art are not 
clearly represented in our Propaganda 
material. This may be partly due to the | : 
fact that the graphic art of other countries nets wt >> 
WTRUL 


TT. various national developments 


has greatly influenced our own artists. 
We thus find strong traces of Paris but 
also the influence of Munich and Vienna 
in our advertising. This fact makes it 
rather difficult to present within a limited 
space a selection representung all the 
specific characteristics of Czechoslovak 
propaganda. The material presented can 
therefore convey only a general idea of it. 
The advertisements have been chosen with 
a view to presenting a fair average im- 
pression of Czechoslovak advertising and 


its many-sidedness. 
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Redestad jisde deo jer 


Sree sare Section compiled by 


PIRAS ADVERTISING 
AND PUBLISHING COMPANY LUD. 
Prague II. 


Varnwaun Press Advertnements. AGENT Pires Led. 
DESIGNERS . H E. Kohler, Ing. P. Berger. 
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1. AGENT: Piras Ltd. DESIGNER: K. Cerny. 2. ADVERTISER: Stiepel, Reichenberg. DESIGNER: Kohler. 3. ADVER- 
TISER: State Railways. DESIGNER: Jonas. PRINTER: Neubert. 
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REICHEMAEROLRORATO 


UNE REDUCTION DE 50°. 
VISITEURS ETRANGERS 





4. AGENT: Mosse Ltd. DESIGNER: Rotter. s. ADVERTISER: Fragner. DESIGNER: Plowitz, 6. AGENT: Piras Ltd 
DESIGNER: K. Cerny. 
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1. ADVERTISER . Kosmos, Cas- 
lav. DESIGNER. Dr. Hailbrunn 


2. ADVERTISER Alpa. Brno. 


DESIGNER: Dr Heilbrunn. 
. ADVERTISER B. Fragner. 


ESIGNER: K Plowr7 





JuUTELLA 









Fewoetan ci a tA 7 emt A 


PISTANY 


$8. 


4 DESIGNER Kohler. 


«. ADVERTISER DESIONER 


EK Wesas. 


6 ADVERTISER (Czechoslovak State Railways 
DESIGNER = Rotter. 


- ADVERTISER 
SIGNER K_ Cerny. 


Spa Pivtany 


Chia, Rakowvruk. DE- 





fajovy marg:<: 
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8 AGENT Prrav tad PRINTER . 
Meiantrah DESIGNER Kohler. 
y ADVERTISER Korine, 
Casey. DESIGSER De bhesh 
brusn 

7) 6 Fobkder DESIONER K 
Pherests 
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This summary of the work of Hungarian graphic artists shows the very 
varied forms of Hungarian publicity, the versatility of the artists and the 
diversity of their styles. 

The poster, as in other countries, has reached a turning point of style. 
The movement described as the “‘ new reality ’’ is represented by Sugar’s 
Tungsram poster but there 1s a growing romantic tendency, especially in travel 
propaganda. An example is Konecsni’s poster Hortobdgy. The transition 
from the new realism to romanticism is shown by Irsai’s Mobiloil poster. 
There are, of course, many good individual posters apart from these rival 
trends. Characteristic is the Senator poster by Georg 1n which the anticipated 
pleasure of a cigarette causes a footballer to forget the game. All these posters 
are vivid in colour—strongest being the Senator poster in red and blue. 

Hungarian graphic artists are successful in small publicity—folders, leaflets, 
prospectuses, catalogues and covers for magazines. There has been a great 
development also 1n book-jacket design. Outstanding designers are George 
Nemes, George Rado, Alexanaer Fenyves, Vera Csillag and Stephen Svéd : 
in similar problems the personality of each distinctively appears. 

A most important part of Hungarian commercial art is that of the 
packaging. Hungarian customers are aware of the fact that “* packaging sells ”’ 
and therefore they have their packagings designed by the best artists. The 
leading artists in this field are: Kato K. Lukats, Alexander Kolozsvary and 
Gustave Végh. The two former specialise in packaging for chocolates 
and confectionery, while Végh has restyled those of the Hungarian tobacco 
monopoly which are now very artistic and may be compared with any foreign 
packaging of this commodity. 

In a small country, however, there is no chance for an artist to become a 
specialist ; almost all are competing with each other in different fields and 
this competition 1s very useful as it raises the standard of commercial art. 


CHARLES ROSNER. 
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for cigarette paper. ADVERTISER 
inina Ltd. DESIGNER. Georg 


Travel Poster ADVERTISER Hungarian 
rave! Bureau. DESIGNER = Ferv-Konecsn 


Poster for Mobiloid oo DT dewe you. Mobslosd | 
DVERTISER Vacuum On) Co DESTONER 
tephen Irsai. 


Poster for clectric lamp ADVERTISER 
nated Electra Lamp Factory, Ptd DESTONER 
tephen Sugar 
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SWITZERLAND 


Swiss publicity and design, as might be expected, clearly 
reflect the chief industries and activities of the country, the 
import of tourists and the export of dairy produce. It follows 
that publicity in both these fields is mainly prepared for 
issue outside the country. Within the country, it is interest- 
ing to observe the vigorous campaign for increasing the 
use of the telephone. Characteristic of Swiss posters is the 
use of first-class photography. 


Section compiled from 
material supplied by 
M. F. Waefler. 


“National Costumes’? issued by Chalet 
Cheese Lid , Zug. DESIGNER 
Paul Artinger Ltd., Neuchiatcl. 
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Poster for Swiss National Tourn Office, Zurich. DE- 
SIGNER : A. Carigtet, Zurich. PRINTER: Ringser & 
Co. Lid., Zofingen. 
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Poser for Swim National Tournst 


SIGNER 


Herbert Matter. 
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Calendar issued by Max Zeller & Sons, 
Romansborn. PRINTER: Fretz Bros. Lid, 
Zurich. 


RBelowe : Folder for Swiss Postal Administration. 
DESIGNER: Anne de Monte, Zurich. 
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dAdne Folder nsued by Pro Telephon, Zurich. 


Beles > Cover of Handbook issued by Swoss 
National Tourn: Othee, Zurnh. DESTONER 
Herbert Matter, PRINTER: © J) Banher 
Lid., Lucerne. 
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: DESTIINER Soll, Zurnh PRINTER Poster DESTONER Martin Peakert, Zug PRIN TE 
kretz, Zurnh Paul Attunger, New bate! 


Schaffhauser Wolle 
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Poster, DESIGNER. Seer. PRINTER Fret, Sbowcard for Swm National 
Zurich. DESIGNER . Geuchast, Zuxh. PRINTER Wolfeberg. 
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H O LLAN D 


: WY 3 In the days of the revival of applied arts in 
rReroure ca Holland, when the art of modem publicity began its 
4 experiments here, there was a discussion between 

Bee two Dutch artists, Roland Holst and Alb. Hahn, both 

as prominent designers of different tendency. 

The question was: should a poster (an advertise- 
ment) compel more or less obtrusively the attention, 
the action of the public, or should it be as beautiful 
and distinguished a communication as possible ? 
Hahn wrote an essay : ‘* Outcry or communication?” 
Roland Holst claimed that it should be an esthetic, 
refined form. Such a controversy may be called 
characteristic of a certain spiritual atmosphere in 
Dutch art, especially in those days. The Dutch 
artist, in the domain of publicity as in other fields, 
gencrally feels an ethical responsibility as regards 
esthetic problems and technical refinement and 
subtlety. Therefore, perhaps he has not im the first 
place a power of keen, vehement suggestion and scts 
a great value upon the approbation of the quict 
intelligent contemplator. Though in recent 
years modern artistic publicity in the Netherlands in 
gencral has come, as everywhere else, “‘ to a practical 
outlook ” (Modern Publicity 1937-38, Foreword)—a 
great part of it is sull devoted to social and spiritual 
evolution, to cultural life. (Van Dobbenburgh, 
Sjollema.) Specimens of this kind do not particularly 
belong to the matenal for this book; but 
even a very concise outline of Dutch modem 
Poster. DESIGNER: Kees van der Laan publiaty would be incomplete and inexact without 
this observauon. Two elements have strength- 
ened the really Dutch character in it: besides the 
more or less international type faces in vogue on 
functional style—posters, folders, etc., Netherlands 
typography has got its modern Dutch type faces 
(Holland Mediaeval, Erasmus, Grottus, etc., designer, 
S.H. de Roos, typefoundry, “ Lettergieterij Amster- 
dam”; Lutetia, designer J. van Knmpen, foundry 
Joh. Enschedé & Zonen, Haarlem); they have 
found their way to the Linotype, Intertype and 
Monotype—and the young photographers, giving a 
lively and exact impression of the Dutch landscape, 
our buildings, our industry, our really Dutch 





Dec Honicompiled Oy physiognomy, create a counter-poise (we may say 

W. F. GOUWE of the an antidote) to the Volendam-trousers and the 
INSTITUTE OF DECORATIVE AND wooden shoe which have made, too long already, 
INDUSTRIAL ART Holland on posters and in brochures a folklore- 

The Hague. museum for conventional trips only—instead of an 


industrious country with a strong feeling for evo- 
lution, a match for every problem of modern life. 
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Poster ADVERTISER Theatre Wan Daksurn Ejectueal Pinter DESIGNER Van Pater ADVERTISER = Lite 
and Defresme DESIGNER 8S. LL. Schwarz. Alfen Agenmy. Amsterdam Ineurance Cw, Nilimsys 
DESITONER Pander. 
PRIN TER 


beastie. 
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Cover for Brochure. ADVER’TISE Vredestein, 
Rubber, Loosduimen DESIGNER. Van Alien 





Abowe > Cover for Brochure: ADVERTISER : 
Grofsmederij, Leiden. DESIGNER: Van Alfen 
Agency, Amsterdam. 


Right: Cover for Folder. ADVERTISER : Scheven- 
ingen Radio. DESIGNER: P. Zwart. 


Cover of Folder 
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Netherland 
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Covertor Hhustrated Catalogue ADVERTISER ( Gsppen 
Furniture, Metalwork . Amsterdam. Uhe Haguc. Kotter 
dam DESIGNER WOH Guspen 
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Brxhure ADVIREISER PTL TP Netherlands Post Dciegraph Telephone 
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BRITISH 
PACKAGING 


(Editorial Selection) 





PACKS BY THE METAL BOX CO. LTD — Top left: for J. & T.H. Staples Ltd. Blue and gold colour 

scheme. Jop rghke : for Orchard Products (Wisbech) Ltd. Appie-green body, bettering in red and black. 

Bottom left: for Chivers. Design ane direct on to the tan is in red, brown and black and 1s reproduced from 
t: 


a colour photograph. Botton ry for Felinfoel Brewery. Background colour magenta, woth desagn in red 


and white. 
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TORATLON  kxample. taken trom the campicte Pokalon range 
whah was designed by Norbert Dutton of Phe Design Unit 


hamitead an March. raas Lokalon Loamuted contiem that the SPIE TURKS 


re-design of the packages has definitely incrcasd their sales 
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A’ METAL BOX " Pack in white and 
dark blue, cach carton protected by a 
heat-scaled transparent wax wrapper 


Top left Packs for Rowntree's, de- 
signed by the Jo Walter TT 
Ca. Ltd 


lett: Re-styled Pak tor TO & ©. 
Hardtmuth by Norbert Dutton The 
Design Unit Dard. 


Rotron left CELLOPHANE Con- 
tamners for Kitchen Cloths. 


A“ METAL BOX " re-designed Pack 
tor Vitsu, ready-to-use Suet 
and Outer in red, white and buff. 


— Hogs 
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Heion Carton and Dyeplay Outer for Shaving Meus Deroce 
ADVERTISE RK Culmak DESTONER Milner Ceray, RODD, 
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DESIGNERS Consultant Lumited. 
ART DIRECTOR: A. E. Smith, N.R.D. 


CLIENTS: Lyptol (London. Lid. 
John Evelyn Flower and Herb 
Farm Ld. 
WW. Sinkler Darby. 
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Three typical package designs by Consultants Lid. of 
London, the main characterssties of which are the careful 
chose of colours and the meticulous planning of the typo- 
graphy. Lyptacide Insecticide in dark and hight green. 

es intelligent use of a woodcut dlustration. John 
Evelyn Maté Tea in black on a hght brown background 
forms part of a very cxtensive range of herbal product 
designs. Palpak Hand Cleanser tube is printed in black and 
blue on white and 1s marketed in a blue leather wallet. 


PHOTOGRAPHY 


(Editorial Selection) 
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by SC ATONTS STUDIO fia Mesen Vulcan 





PHOTOGRAPHERS: Todd Studios. AGENCY: Alfred Pemberton Led. 
ADVERTISER ; Community Plate. 





Top PHOTOORAPHER  Notman Partianean A publuity 
ohn fore everest Airwarys. taken with acrinisome fiends. 
% * 


Bevascon saghs PHOTOMRAPHER Cede Stapety of 
PHOTOGRAPHER H R Marchant, uf Monger & la ala 
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PHOTOGRAPHER : Walter Bird. CLIENT: Imperial (Chemical 
Tae Cane Phot h fi calendar printed b 

is Vivex our agreph wes used for a y 
Bemrose & Sons Limited 
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Top latte PHOTOMRAPHERS  Cccnmwall Studien By comsrtery 
of the Addrew grapt Multsgracth (.. [td 


Viemere ieft PHOT OK RAPHER P69) Deegugre = Agents 
Dusen Legh Lid 


Burttam ieft PHICHT CM RAPHER Walter Hard ADNVELR 
TISER Swcarn & Weile fad 


Teg nght PROTOGRAPHERS  Netfolk Studien 


Borin  nghi PHOT OM KMAPHER Coecvge Parmeter, 
cullaberapon with Dronsiekd  kaperunental phtcgraph 
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PHOTOGRAPHER L. ko Aldous of 
the Nickelosd Studie 

Photograph for Nickclon trade 
advertising 


PHOTOGRAPHERS 
The Raynard Phot 
graph Studie 
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BUYERS GUIDE 


PRESS ADVERTISING 


To quote from an Art and Industry review of press 
advertising (March, 1938): ‘ Advertising men keyed 
their campaigns to public needs more successfully 
than ever before. Advertising is getting to grips with the 
problem of printed selling . . . through a deeper under- 
standing of people.’” Advertising discovered psychology ! 
The generalisation appears to be as true as any; except 
that, on reconsideration, “* public needs ’’ may be queried. 
What the public needs—without going into any profound 
analysis of the definition of ‘‘ necds "—is not always a 
matter for the advertising man. His problem may be to 
create a desire for something that no one knew existed and 
that no onc really needs. 

“The beginning was marked,” the review continued, 
‘“‘of a more vital and dramatic approach. The hopes and 
fears of the man in the street were understood and utilised 
as never before.”” And, of course, of the woman—particu- 
larly the woman! Strip technique continued to be cm- 
ployed to play on feminine hopes and fears, especially 
fears. New horrors were added to B.O. and Halitosis— 
* Cosmetic Skin” (Lux Toilet Soap), ‘* Night Starva- 
tion ’’ (Horlicks), etc. How to capture and to hold your 
man was the theme of innumerable cartoon campaigns. 
Naturally it was well worked by cosmetic advertisers ; but 
even RINSO (J. WALTER THOMPSON) could be the 
secret of retaining a husband's love. Not that the cartoon 
method was despised in the appeal to men. In fact, one 
of the most sensational, not to say vulgar, of all was the 
strip series for Plus Two cigarettes—‘ He saved 21 a 
weck and became a millionaire, surrounded by chorus 
girls and magnums of champagne.” Is this good 
psychology ? 

In a necessarily condensed survey of the outstanding 
campaigns of the year, it 1s inevitable there should be many 
omissions ; but we are attempting only to illustrate trends 
and give some pointers to the work of the Agencies. ‘I 
like it!” series for Nestlés Ltd. CHOBSONS)}—pcople 

robably do cat chocolate more for the reason thit they like 
1 than for any other. Sparkling Cole Porterish, topical 
copy ... Reasons for drinking Guinness (BENSONS)— 
that it is synonymous with goodness and that it gives 
strength. Every Guinness advertisement was well designed, 
well and often wittily written. Apart from the several 
series, there were some brilliant topical efforts, notably the 
Boat Race Day jeu d’esprit showing two great barges— 
“Guinness for Strength”. . . . The co-operative Beer 
account went to CRAWFORDS who began with a series 
of rhyme sheets and later used close-up photography. ... 

The G.P.O. series by PEMBERTONS—amusing 
exaggcration to emphasise occasions for the use of Greeting’s 
Telegrams (notably the ‘“ swot ” walking off with a huge 
stack of prizes)... . The G.P.O. account then passed to 
MATHER AND CROWTHER, whose typographical 
series has been referred to elsewhere. .. . More exaggera- 
tion in the Churchman Cigarettes series. ‘‘ Tell... Pil 
be there in 1§ minutes ; I’m just enjoying a Churchman’s 
No. 1” (PRITCHARD WOOD). 

Humour was well to the fore during the vear; but in 
most cases there was sound psychology behind the fun. 
The Shell series, for example: ‘‘ Some phrases seldom 
ring true” (REGENT). . .. And the Kia-Ora rhymes 
(ARMSTRONG WARDEN). For a newly-established 


Il 


agency, ARMSTRONG WARDEN made rapid progress, 
were anmnrnuntrad en cnmAure che Dhoesscmal Diemasa ( aenewaisom 
The witty Austin Reed advertising “ For Men About 
Regent Street” (PRITCHARD WOOD, who removed to 
Savile Row during the year) maintaired its high standard. 
Many men seek eagerly for these advertisements in their 
evening papers... . Then there were the Greys Cigarettes 
parodies ‘L.P.E.) over which controversy was aroused... . 
Worthington (CRAWFORD) abandoned humour for some 
excellent photographs of ‘*‘ This England,’’ and some good, 
if rather precious, copy. 

The influence of modern newspaper make-up could be 
traced in the work of many agency designers. For 
example : Cadbury’s Bournville Cocoa campaign ‘L..P.E.) 
with lively photographs, ‘“‘ editorial ” in character, vigorous 
headlines, newsy copy, altogether “ busy ” looking adver- 
tisements. The Bourn-Vita ‘‘ Night Before ’”’ series was 
of the same character. 

Among cereal advertisers, Shredded Wheat :PRATT & 
CO.) pursued a vigorous policy and illustrated the “5 Food 
Values "’ with realistic attractive photographs and sound 
copy. Kelloggs advertising (DORI AND) was also notable, 
stressing to breakfast-snatchers that a quick breakfist can 
also be a complete and satisfying one. 

Other campaigns worth noting ‘see also Ashley's selec- 
tion for Great Britain) :—Ford Cars (N. W. AYER); 
Hercules Cycles—'* By Hercules’ (ROYDS); Accles and 
Pollock (NOTLEY); Quickies ‘“ Ever-moist "Face 
Cleanser Pads (GARLAND); Kodak ;:BENSON); Cras 
—Mr. Therm’s adventures and his O.D.B  “‘ Order of the 
Daly Bath” (L.P.E.); Bass (HIGHAM); Cool-upt 
Abdulla Cigarettes (1..P.E.); Co-operauve Campaign 
for Bread (HIGHAM); Hall’s Wine J. WAITER 
THOMPSON); Herrings Industry Board ‘BENSON ; 
L.P.T.B. advertising ; Wolsey (CRAWFORD); Tootal 
Ties (DERRICK); Austin Cars (WINTER THOMAS: ; 
Philips Radio (ERWIN WASEY), Jaeger (COLMAN 
PRENTIS & VARLEY); Barratt’s—‘* Walk the Barratt 
Way " (CRAWFORD), Pond's (J. WALTER THOMP- 
SON); Kayser Stockings (CRAWFORD); = Anstoc 
Stockings (L.P.E.); Morton Sundour Fabncs R. AN- 
DERSON ); Genaspnn (MATHER & CROWTHER) ; 
Maclean's Tooth Paste (BENSON); Will's Gold Flake 
Cigarettes (BENSON); Murphy Radio (CASSON) ; 
Courtaulds (ERWIN WASEY); Bob Martin EVERETT 
JONES & DELAMERE); H.M.V. Houschold Apph- 
ances (HIGHAM); Whitbread’s—‘ This is a Whirbread 
House *"' (HOBSON), Pear's Soap, “If Andrew Pears 
were alive to-day" (LINTAS); Kensitas Cigarettes— 
“You get 4 more”? (LORD & THOMAS); S 
(NOTLEY); Cantulever Shoes (PEMBERTON) ; Bird’s 
Custard—bringing in the vitamins ROYDS); Harvey 
Nichols (SAMSON CLARK); Opucal Board of Pub- 
haty (SERVICE); Impenal Airways (STUART); 
Rowntree's—Aero Chocolate, Black Magic, etc. J. 
WALTER THOMPSON). 

Technical or specialised Agencies responsible for sound 


work during the year include: ANDERSON ADVER- 
TISING; LINDUM; CLAYTON; JACKSON’S 


ADVERTISING SERVICE; HONY,; HERITAGE 
PETERS ; TECHNICAL ADVERTISING SERVICE. 
It is not to be taken that these agencies do not also handle 


gencral advertising. 
The year was marked by the entry of the B.M.A. into 
{(Contsaeed om Page [V" 
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advertising. Their second advertisement, on the subject 
of clean Milk, created a sensation, was first refused by 
many newspapers, later widely published in modified 
form... . A sign of the times was an advertisement on the 
subject of A.R.P., designed, issued and paid for by Cecil 
D. NOTLEY to call Home Office attenuon, as he explained, 
to the value of press advertising in A.R.P. propaganda. 

In no sense do the foregoing notes and comments pre- 
tend to furnish a directory of Advertising Agencies ; nor 
can it be claimed that every important campaign has been 
referred to. The Editors of Mopern Pusticity and Ar 
and Industry are always ready, however, to advise advertisers 
or intending advertisers on the choice of an agency. 


POSTERS 


There were few outstanding posters during the penod 
under review. Does this mean a shortage of artists or a 
shortsightedness of advertisers Both artists and ad- 
vertisers tend too often to imitation rather than creation 
How many students ambitiously begin by tackling a Shell 
poster in the McKnight-Kauffer manner? ‘fast: year’s 
manner, for that genius contrives to outstrip his imitators ') 
How many advertisers have anything but the courage of 
their competitor’s convicuons ¢ 

At Icast one new star appeared, however. A poster for 
1..C.C Classes and several projected designs by A. GAMES 
appeared in Art and Industry, August 1937. This young 
urtist was then commissioned to do this vear'’s Cleveland 
Discol poster | printed by Weiner —a racing driver at the 
wheel «Art und Industry. June, 1938 . 

Otherwise, the posters of the year were mainiv by the 
old stagers. McKNIGHT K AUFFER achieved one of 
the most successful of the “ Shell" senes, “To visit 
Britain's landmarks,”” and a striking poster tor Gas Laght 
and Coke Co, “ London Can Double its Winter Sun- 
shine.” ECKERSLEY LOMBERS was acuve tor 1. P TB 
and * Shell.” ZERO, KRABER and JAMES FITTON 
also produced characteristic posters for 1. POELB. 

Separate articles would be needed to deal with the full 
range of posters issued by those two great: patrons of 
commercial art—1..P.T.B. and Shell-Mex B.P. The latter 
orgamsation showed five vears’ work at a most successful 
and inspiring Exhibinon inciuding posters by TOM 
GENTLEMAN, ECKERSLEY LOMBERS, BRIDGET 
WORKMAN, CEDRIC MORRIS, TRISTRAM 
HILDLIER, GRAHAM SUTHERLAND, IAN BRINKE- 
WORTH, EDWIN CALLIGAN, ROSEMARY and 
CLIFFORD ELLIS, EDWARD BAWDEN, DENIS 
CONSTANDUROS, KRABER, and, of — course, 
MCKNIGHT KRAUFFER—see -ird and Indusrry, Septem- 
ber, 1938) but both also used many artusts not prmanily 
POC artists, 

TOM PURVIS maintained his reputauion with posters 
for LLN.E.R.. C.P.R., etc. SEP SCOTT'S best effort was 
the Philips Lamps poster showing a baby with large 
spectacles on its forehead, ‘“‘ Kecp Your Eves Young.” 
FRED TAYLOR was another familiar name in evidence 
with posters for L.M.S. and L.N.E.R. ROWE designed 
an unusual and effective poster for B.P. Ethy!—‘ Controls 
Horse Power.”’ (printed by Weiner). An animated design 
for Esso Ethyl, a laughing girl at the whecl, was the work 
of MERVYN STUART. Posters for the Beer campaign, 
tying up closely with the press advertising, were produced 
by ASHLEY. 

And so established reputanons were maintained. And 
established traditions were followed—che Guinness series, 
for example, continued with fresh variations on the themes 
they have made their own (issued by BENSON); the 
Bread posters conunued to show realistic cricketers, 
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jumpers, etc. ‘issued by HIGHAM); Worthington with 

an athletic cricketer ; Father Younger playing true to 
foetn: another Bovril “ Prevents that Sinking feeling ”’ 
(issued by BENSON). 

Some of the posters that stood out from a mass of 
mediocrity were: Ekco’s “‘ We differ, but never over 
Ekco,” by GRAINGER JEFFREY; The “ Times” series of 
photographs and letterpress ; the Kodak three-dimensional 
series, simple yet strong, ‘‘ They come out best on Kodak 
film.” (ssued by BENSON); the Mr. Mercury posters 
for National Benzole (issued by L.P.E.); Watney’s Wall 
(printed by HORROCKS); Ford V8 poster without a 
car—the Scotch Terrier, “Aye and thrifty, too.” ; another 
car-less car ter for the new Minx; Persil’s ghost, 
** Goodness, I thought I was white ! ”’ 

We make no claim that the foregoing is a complete guide 
to poster designers ; nor is the list which follows a directory 
of poster printers ; but merely the names we have most 
frequently observed on well-printed posters :—Baynard 
Press, Chorley and Pickersgill, Johnson Riddle & Co., 
Vincent Brooks, Day & Son, Waterlow & Son, J. Weiner & 
Co., Charles & Read, Horrocks & Co., Jarrold & Sons, Ltd., 
John Waddington L.td., Avenue Press, Fosh & Cross, Ltd., 
McCorquodale & Co., Ltd., Lund Humphnes & Co., Ltd., 
Publicity Arts, Ltd., Spottiswoode, Ballantyne & Co., Ltd. 


INDUSTRIAL DESIGN 


(See also illustrated section "PACKAGING ’) 


Considerations of space prevent any attempt to survey 
the whole vast field of industrial design. In any case, 
readers secking design service will obviously be best assisted 
by notes on the work of independent rather than “‘ inside "’ 
designers. For specific information regarding designers 
for industry, application should be made to The National 
Register of Industral Art Designers, London, which body 
has carried out an immense amount of most valuable 
research during the year and maintains up-to-date registers 
of specialist designers in every imaginable field. Enquiries 
may also be addressed to the Editors of Art and Industry, 
monthly magazine which illustrates and comments on every 
aspect of “* design for profits "’ under the three main head- 
ings of Product, Package, Propaganda. 

Raymond Loewy, Industrial Stylist, whose London 
Office is directed by C. Louss Otto, notes that lines and 
contours of both motor cars and domestic appliances are 
becoming crisper, less bulbous ; states that more attention 
is being paid to correct colour harmony in domestic appli- 
ances and that, in this field, cast iron ts taking new forms, 
successfully competing with ultra-modern pressings. From 
Loewy’s office also, we learn that difficulties in the applica- 
tion of laminated plastics have not yet been overcome and 
that synthetic glass for windscreens, etc., 1s still some dis- 
tance away, cost being prohibitive. More manufacturers, 
whether taking action or not, became conscious of the value 
of proper design in their products and the main reason for 
slowness of some to engage designers was heavy cost of 
alterations to existing plant and machinery. Many clients 
of design organisations insist on anonymity. Loewy's work 
during the year, however, incuded: four new trains ; 
complete line of 1938 Three Litre Talbot cars for Rootes 
Securities Ltd.; Philco “ Empire Automatic” Radio 
(successor to the *“* Peoples’ Set ")3 department store ; 
refrigerator for General Electric “~ en eee 
Otto Heating Stove for Allied Ironfounders Ltd.; series 
of bakeries ; hardware for John Harper & Co. Ltd. 

Industrial Design Partnership (Misha Black, Jesse 
Collins, Milner Gray, Thomas Gray, Walter Landauer) 
covers design in a wide variety of fields, during the year 
executed work for among others, Anglo-Amencan Oil 

(Contrnued on Page VIIT) 
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Company; L.P.T.B.; Gas t and Coke Co. ; T. J. 
Culmer; W. B. Cartwright & ; Rothmans ; 

Boots; Express Dairy; Liv erpoo!l China and India Tea 
Co.; British Xylonite ; Bbonestss Industries, and the 
Government. Outstanding was the United Ki 
Government Pavilion, Glasgow Exhibition, Display and 
Stand Fitting, carried out by Misha Black, collaborators— 
Thomas Gray, Milner Gray, Jesse Collins and Walter 
Landauer. Milner Gray was awarded coveted R.D.I. by 
the Royal Society of Arts. 

Equally versatile design organisation is Consultants 
Ltd., with Frank Mortimer as Managing Director and 
Albert E. Smith, Art Director. Smith’s meticulous work 
on package design was largely responsible for earning 
Consultants prominence in Shelf Appeal's 2nd Annual 
Awards for British Packaging. Apart from packaging, work 
produced or in production, covers various plastic articles 
moulded in bakelite, beetle and mouldrite, and also some 
cast in Catalin. Other work included equipment for 
overhead trolley systems, exhibition stands, hair dryer, 
hair-waving machine, motor bodies, store furniture and 
radio sets. 

Interesting event of the year, significant of growing use 
of design in industry, was formation of The Design Unit 
Limited (see Art and Industry, July, 1938) with Norbert 
Dutton, well-known package des as Director of Pro- 
duction, R. Lonsdale Hands as Managing Director. Aim 
is to market design as a business proposition, founded on 
market research, backed by complete technical informa- 
tion and carried out by a co-operating team of specialists. 
Best of Norbert Dutton’s own work during the year was 
restyling of complete range of Tokalon products, packs for 
Spillers Dog Foods, and L. & . Hardtmuth. 

In the field of package design, Metal Box Company 
achieved a great deal of g work, maintained their 
high standard. A few of the many interesting “ Metal 





Box ’’ packs are shown in this issue of Mopern PUBLICITY ; 
ara were illustrated throughout the year in Art and 

While the trend in the design of both and 
continued towards simplification, aoe of — 
essential and distracting ornament, there were signs of 
diminishing worship of stark functionalism. The pendu- 
lum, having swung to the other extreme from overloaded 
ornamentation, fussiness, etc., to start on a return 
course. It is unlikely to go all way ; but it is clear that | 
designers no longer unanimously condemned al] decoration 
as uscless because its use was not of practical value. Man 
cannot live by bread alone, and, while the leading designers 
properly remained faithful to clean lines, labour and s 
saving economy, allo «ed the function to dominate the 
yet no longer utterly despised the relief of 
decoration, a touch of colour to break the monotony rol 
virgin white enamel. Development of plastic materials 
greatly assisted designers to obtain such effects. The 
year’s issues of Art and Industry demonstrated this ten- 
dency and, incidentally, surveyed the whole field of 
plastics, old and new, and the-r present applications and 
future possibilities in industrial design. 

In concluding this brief survey of trends and organisa- 
tions in industrial design in Great Britain, we feel that the 
opinions of Frank Mortimer, of Consultants, will be of 
great interest :— 

‘The future for Industrial Design in this country,” 
he writes, “ promises well. At the moment, manufacturers 
are busy, directly or indirectly, on account of the Govern- 
ment’s re-armament programme, and, because of this, 
there is a tendency for them to overlook the usual pro- 
gressive improvements in the design of their products. 
Assuming that this re-armament work will occupy their 
factories until at least 1940, and that in the meantime the 

(Comtimsed on Page Xs 
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Special attention given to the 
requirements of Poster Advertisers 


Solus and Panelled rail and road sites 
of all sizes 


Modern methods of display 


Full particulars giadly supplied by :— 
Advertising Manager (Commercial) Dept. K, London & 


North Eastern Railway, Marylebone Stn., London, N.W.! 
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lose part of the market to good design, as we have in 
the case of refrigerators and domestic appliances. If this 


re-capture the position, the urgency of the situation will | 
not provide the designer with the happiest conditions for 
the best work. 

arr Ek saree diladbtpatysinel ira ieiedhaeearentn ard 
should have had training, 
Sete eadaclie oad a ae mee a 
product or the design of a new one, but also in the introduc- 
tion to the busy manufacturer of the ad antages and 
economies to be obtained by the proper use of new 
materials, new construction and new processes of fabrice- 
tion, wherever they can be used with greater advantage 
and economy.” 


ADVERTISING ART 


(including Photography) 
one sae Made technique would create a sensation 
and none can recorded as an event of the year. Two 
tendencies, however, were pronounced. In drawing, con- 
siderable development in the use of scraper-board ; in 
phot aphy, exciting progress with the miniature or 

‘candid camera,” admirably suited to the requirements of 
news - layout and continuity advertising. Scraper-board 
possibly influenced line work generally, which tended to 
greater clarity and strength, making it more adaptable to 
printing on news stock. 

While holding the opinion that the battle between artist 
and photographer (if there is one) remained drawn, but 
that the work of both was more intelligently applied and 
often to good effect combined, we quote a critic of the year’s 
advertising (Art and Industry, March, 1938): ‘* Photo- 
graphy still holds the field . . . what it may lack in clarity 
is made up by its convincingness. And for the general 
public the photograph has that air of actuality that the 


swing towards the use of more artist-illustration in press 
advertising. The long reign of photographers is certainly 
not over yet but has, shall we say, rather fewer loyal subjects. 
Advertisers are secking for a change not only by use of new 
appeals, but by the use of good illustration with, in many 
pen rig atc gc This has been allied to a return 
to realism . ., Straight picturisation of the product with a 


straight story 

Shee inti Shec-eieeiain ia Seas tiie 
confined in its application, reserved mainly for the dramatic 
news-type of advertisement (though there were such notable 
exceptions as the Worthington ‘“ This England ”’ series 
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= In the lect twelve awtathe ‘undoubeodly the 
development has been further investigations into the 
scope of the precasson munuature cameras. 
(Contenneed on Page XIT) 
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For much commercial work where needle-sharp defini- 
tion is required, the miniature is at once out of court. 
Obviously, and although the definition given by these 
1 in. by 14 in. negatives when precision by skilled 
operators ino less than wonderful, they cannot be ex 
to equal the contact print from a large negative. - 
fore, enthusiasm for the miniature’s commercial potenti- 
alities must necessarily be tempered with a reserve of 
technical understanding. 

No camera can so readily record the little intimate 
glimpses of everyday life as can the miniature (nickname of 
“ candid camera ” is richly merited) and modern publicity, 
in many of its facets, has a decided trend in favour of a 
more homely and intimate vides (If it descends sometimes 
from the intimate to the frankly personal, doubtless this 
is done only after mature consideration.) 

In this intimacy the miniature camera has been a willing 
—and indeed cager——co-operator. There is always t, 
when working with the miniature—the chance of getting 
that most valuable of all publicity photographs—the photo- 
graph that the man-in-the-street will recognise with a little 
chuckle of appreciation, or the woman-in-the-street with 
a little sigh of sympathy—as being a slice of the life with 
which they are so familiar. 

This further camera-delving into human strengths and 
frailties has been much helped by the use of the ‘ speed- 
gun"; a synchronized flash-light long used successfully 
in America but most cautiously adopted by conservative 
England. With its aid the most fleeting emotion and the 
most rapid action can be frozen and “ still’ photography 
enters a new world. 

The entering of the “ candid camera" into the world 
of colour ae oh the medium of the new high-speed 
colour films, such as ‘* Kodachrome,” is of great interest. 
In this field the miniature is rapidly becoming the com- 
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mercial studio's most valuable asset. With its help. first- 
class colour photograph. is placed at the disposal of the 
client at a very reasonable price : moreover, it ts possible 
to give the client a number of colour shots from which he 
is able to choose. The help, in this direction, of the pro- 
cess engraver has been invaluable—through his work the 
user of colour illustration can now obtain excellent three 
and four-colour blocks as large as twelve inches by nine 
from these miniature transparencies.” 

As it is impossible to list here all the first-class studios, 
free-lance artists and artists’ agents who serve the ad- 
vertiser, we can only refer readers to the illustrated and 
advertising pages of this issue of MODERN PUBLICITY, where 
many names of artists and photographers are given, and to 
add that advice on the choice of a studio or artist can always 
be obtained from the Editors of Art and Industry. 


TYPE FACES IN PUBLICITY 


So far as any generalisation of the kind can be trusted, 
it does seem true to say that the typographer has exercised 
considerable influence in the year’s publicity. The extrava- 
gances of the old-style ‘‘ lay-out man" have been much 
less in evidence. Masses of type have been less used as 
clements in a pattern; there has been more respect for 
the reader’s eye and more for the copywriter’s message 
which is, presumably, intended to be read. In one cam- 
paign (issued by Mather & Crowther for G.P.O.) the 
typographer has been glorified to the extent of being 
permitted to ‘' sign ” his work, though it must be assumed 
that anonymous copywriters and others co-operated with 
him, That there may be dangers in leaving too much to 
the typographer—to any single specialist for that matter— 
is suggested by the fact that the most successful of the 

(Contained om Page X11" 
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... ts not enough 


How much depends on the care of the dispenser! Knowledge, admittedly, 1 the 
first essential but the cratts are few where knowledge slone can produce 
perfection. If the result is to be unquestioned, the understanding born of expenence 
mus! be attended by constent care and watchtulnes. The supremacy of 
Shuck Maclean inks is the product not only of skilled cratimaenship but of 


unremitting care in manutecture. 


shuck maclean 
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G.P.O. series referred to were produced by men, such as 
Ashley, who are more than typographers. 

One of the display types most in evidence in advertise- 
ments during the year was CARTOON (Bauer Type- 
foundry). Created, as the introduction to the specimen 
says, ‘“‘to meet the special requirements of modern 
technique” by a New York advertising designer, it was 
eagerly appropriated by the specialists in strip-cartoon 
advertising and filled their balloons admirably. It ‘‘ has 
the freedom of hand-lettering, yet strikes no discord in the 
typographic tempo—is informal and conversational ” and 
lends itself especially to single-column headings. Other 
Bauer display types much in vogue were WEISS, FUTURA 
and BETON (see Art and Industry, August 1938). The 
Bauer Typefoundry (represented in England by Soldans 
Ltd.) which celebrated its centenary in 1937, continued to 
exert a lively influence on English publicity typography. 
Stephenson, Blake & Co. Lid. revived two old types, the 
beautiful MARINA SCRIPT and the not-so-beautiful bur, 
nevertheless, useful THORNE SHADED. TEMPEST 
TITLING (The Fanfare Press and Monotype Corporation) 
designed by Berthold Wolpe for Gollancz has so far been 
chiefly employed for book-jackets, but is likely to find a 
wider application. 

Monotype also introduced TEMPLE SCRIPT and 
PERPETUA LIGHT TITLING, the former more 
likely to find favour than the latter. 

SLIMBACK (Deberny & Peignot, Paris) became 
fashionable for the more exclusive literature and, used with 
discretion, is a valuable addition to display types that convey 
the atmosphere of luxury and quality. BESSEMER 
(Stevens, Shanks) came as the English vari nt of 
SLIMBACK, though it is so similar as to be hardly a variant. 

SCARAB San Blake), very similar to 
ROCKWELL, MEMPHIS, BETON, etc., swelled the 
ranks of the Egyptians. Stephenson, Blake & Co. Ltd., by 
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ILLIES GOTHIC, (osest hee and LEGEND (all 
from Bauer led ep acrart 

scripts, while TLEGRO ( “(Ludwig # and Mayer) 


pt George 
HAUSER of New York, was introduced (by Martin J. 
Slattery in London) and should become increasingly 
poe in publicity, so free that it appears not to have 
designed at all (but, of course, being ve:y well 
designed); restless as the age and fast-moving. With 
such pe as HAUSER SCRIPT available—in fact a 
mult of scripts and other informal types such as 
CARTOON eect referred to—it is not to be won- 
dered at that drawn lettering tended to be less employed. 

TEMPLE SCRIPT (Monotype Corporation) is formal, 
following traditional -lettering ; but is quite a useful 
display face. OFFENBACH, designed by Rudolph Koch, 
came from Klingspor. It is a lovely face, well propornoned, 
and offers a scope for various types of display that has not 
yet been fully exploited. 

It is impossible in this brief survey to enumerate all the 
new sizes that have been added during the year to existing 
display faces such as FALSTAFF, PLANTIN BOLD 
ctc.; mor to call attention to all the display that 
retain a certain populanty,¢.g., CORVINUS, 5 TIEMANN, 
etc. Fortunately, however, the chief producers keep the 
buyer and user well up to date by the regular issue of 
literature and specimen sheets. The Momotvpe Mail and 
periodical productions of Linotype and Macinnery are not 
only informative but always well worth studying by the 
advertising typographer for their inspiration. 

(Continued on Page XVI: 


TYPE FACES CUT BY THE 
MONOTYPE CORPORATION 
LIMITED INCLUDE ALBERTUS 


TITLING, DISPLAYED HERE, AND 
Matu vA 496, and the already famous Temple Script 455, and 


two new members of one of the most important 
type-families of this epoch: ““Monotype” Times Wide 
427 and “Monotype” Times Semi-Bold 421. 

If you are a producer, buyer or designer of print you 
may receive, free of charge, the NEWS-LETTERS 
in which all our latest sizes and faces are shown. 


THE MONOTYPE CORPORATION LTD LONDON 
Rey. Office 43 better Lane, E.C.4 Works Redhill. Surrey 
OVERSEAS BRANCHES Inca: & Wateriou 
Calcutta, Cana: 17 The Bund. Shanghai. Ais 

S19 Castlereagh Street, Sydney, N.S W Sours Aran 
Mont vp + Machinery (8.4) bel © and 7? Bk Boat 
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DISPLAY MATRICES AVAILABLE ON 
LOAN TO USERS AT NOMINAL RATES 
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VIRTUES OF FINE PAPER 


APER IS THE LARGEST SINGLE CLDM 
in the Printer’s budget. Evpenence 
proves that cheap paper, far from 
being an economy atthe eapense of 
fine impression, often adds to final 
costs, and destroys profit, through 

troubles and failures in press-room performance. 

So on both counts the glory of the craft) and 

the prospenty of the craftsman Good Paper 
° ‘ is the Printer’s true interpreter and friend ttts 
Bead mn the general interest of the trade to ensure the 
specification of those grades which bring prestupe ey 
aswell as prohit to ats members The Gaatiway 
range of Fine Papers fulfil this demand of the = a 
Printing Industry. The Gatiway range of Fine a Ss 
Papers meet every requirement for every branch of 
printing. They are distinguished in the trade by 
virtue oflong tradition in the highest classes of work, 
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GATLWAY = paper 
WIGGINS. TEAPE & ALEX. PIRIE (SALES) LIMITED 
ALDGATE HOUSE, 46-58 MANSELL SITRELLT 
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Linotype & Machinery added considerably to their 
range during the year. In addition to many new sizes of 


existing faces, this rasa a introduced a new face, 
ELECTRA, designed by W. A. Dwiggins, American artist. 
who also designed the METRO series. The italic of 
ELECTRA is more accurately an oblique roman, very 
legible even in masses. Linotype & Machinery faces in 
course of production as we go to press include JANSON, 
a revival of the seventeenth-century cutting of Anton 
Janson, GARAMOND BOLD and further sizes of the 
MEMPHIS family. 

Neither is it possible to treat in detail the trend in body 
types. Advertisement typographers, on the whole, seem to 
have remained faithful to the tried and tested types. 
TIMES ROMAN, designed for, therefore eminently 
suitable for newsprint, rapidly grew in favour. In the 
pove of newspaper advertisements and advertising 
iterature, proper consideration is not always given to the 
influence of the paper and the ink. It is still by no means 
uncommon, for example, to find CASLON O.F. designed 
for use on a rough paper, employed when printing on 
coated paper when, of course, it loses all its character and 
appears thin and weak. PLANTIN, type-of-all-purposes, 
BASKERVILLE, GARAMOND and BODONI remained 
among the favourite types for advertisements. 

Perhaps for the reason we have mentioned, 1.¢., the 
increasing influence of the expert typographer, there has 
been less use of masses of NICOLAS COCHIN, that very 
clegant type, in the wrong places and GILI. SANS has 
less frequently appeared set solid in 8 or 10 pt. two-columns 
wide and several inches deep. 

Although there is still a deal of room for improvement, 
it is pleasing to be able to record that more intelligence 
in the use of type in advertising has accompanied—or 
perhaps resulted from—simpler and more restrained layout. 

Such a type as PEIGNOT (Deberny & Peignot) de- 
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PROCESS ENGRAVING 


From year to year it can seldom be said that any startling 
developments take place in process engraving, improve- 
ments usually being minor in character. The past year 
has, however, seen investigations into a problem of con- 
the making of reasonable-sized 


miniature camera. We are indebted to W. B. Briggs & 
Co. Lid. for the following information :— 

“Enlarging from the tiny positives (approximately 
in. by 1 in.) up to a commercial size was seen to be a 
dificult problem—if first-class results were to be obtained 
—but one not insuperable. There was neither colour 
rescau nor silver halide grain to contend with—the main 
requirements being the retaining of the smaller colour 
subtleties, and further, the retaining of good definiuon 
whilst enlarging. 

Various methods were tried out and ultimately actual 
techniques were refined down to three. From these three 
only continued practice will choose the most practical, it 
being difficult at this stage to find any bias in favour 

-Contumed on Page XWIT1T) 


ong 
a 





BOOK BINDERS FOR PRINTERS AND PUBLISHERS 


THE SHIP BINDING WORKS 
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32-38 Gt. Saffron Hill, €E.C.1 





not 
for elephants 


FFHAND, we cannot think of any Studio Publication 

suitable for selling clephants white or otherwise. Shrewd 
advertisers and advertising agents know all about problems 
of waste circulation and - fitness for purpme* when oclecting 
media. Some products sci in their millions, others in their 
tens of thousands, in their thousands and vet others — well, 
elephants for instance . 2.) Each Studio Publication in 
ith own ficld has ite following of tens of thousands — all 
enthusiasts, Their cnthusiaem and their lovalty can. by 
appropriate advertising, be captured for appropriate goods 
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STUDY «STUDIO PUBLICATIONS '—EACH {5 FIT FOR ITS PURPOSE AND 
PROFITABLE IN ITS FIELD 
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of of them. The three methods are 2s follows :— 

1. Direct from the colour itive original by means 
of the usual transparency ho frame supplied with the 
normal process camera, always presupposing that such a 
camera equipment will allow of the required degree of 
enlargement. The colour separated screen negatives are 
then obtained in the normal manner, using filters Wratten 
No. 29 Red, No. 61 Green, mer No. 49 vest 

2. The original is placed in the ty ecision enlarger 
dacartoe spaniatare Camera Work and by chin means of ore. 
jection, colour separations are obtained using suitable 
filters and sensitised material in place of the usual papers. 
From these separations the normal screen negatives are 
made, and if necessary, still further enlarged by means 
of the transparency holder on the process camera. 

3. Using a projector to project the coloured image upon 
a screen of the finest ground glass, the projected image 
is then photographed in the usual manner from the Aelia 
side from the projection. When using this met it 18 
advisable to project the image larger than the size required, 
so that actually there is a reduction. 

Finally, the most satisfactory filtern—Wratten No. 29 
Red, No. 61 Green, and No. 49 Blue. For continuous 
tone separations, Super-Sensitive Panchromatic film is 
suitable, although for direct screen separation, naturally 
a slow-working process, panchromatic plate or film would 
be used. 

Very fine letterpress reproductions are now being madc 
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by these methods and a new field has thus been opened 
for the user of colour illustration.” 


progress, the introduction of a method of making the plates 
—known as ‘* Offset- "having contributed largely 
to the commercial practicabiliry of the process. In rotary 
Gravure there is no outstanding development. Half-tone 
and Line blocks continue in great demand as the most 
useful of all methods of illustration for the letterpress 
printer, but in meeting the special need for water colour 
effects on non-surfaced » Offset Litho has found a 
very definite place for itself and the demand for it is in- 
creasing rapidly.’” (John Swain & Son Ltd.) 

Among Process Engravers whose work 1s of consistently 
high standard we can recommend, in addition to Bnggs and 
Swain—and without attempting a complete list—the 
following : Nickeloid, Reiach, Arc Engraving, Sun En- 
graving, Art Reproduction, Craske, Dalzel Foundry, 
Dellagana, Engravers Guild, Garratt & Atkinson, Hentschel, 
Knighton & Cutts, Layton, Vaus & Crampton. 


PACKAGING 


By D. E. A. CHARLTON 


150 illustrations 


il x 94 ins. 


Cloth 15s. 





CANNING AND PACKING: ‘Mr. Chariton knows his subject intimately and the points he covers include the 
essentials of the hatte types of package, construction, materials, old and new packages. equipment. when to change 
. But 


the package, and last 
of modern packaging design . . 
designers, manufacturers or actual purchasers.” 


not least. the future of the packages. The illustrations .. . are some of the best examples 
. commends itself to all those interested in packaging, whether they be students, 
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PRACTICAL BOOKS 





DISPLAY, LETTERING, ADVERTISING, etc. 


PROFESSIONAL TICKET 


WRITING 
By ALFRED H. HUNTER 

The art of ucket writing from start to finish, 
with numerous illustrauons explaining in detail 
the actual formation of the Ietters shown 
Lay-out, spacing, showcard design, the mixing 
of colours, stencilling, sand blasting, and many 
other valuable chapters. 


Price 7s. 6d. 


By F. A. BAKER 
This book is of surpassing interest to all users 
and prospective user of the alk screen process. 
It deals fully with all the known vaneties of 


the work. 
Price 7s. 64. 


PEN LETTERING 
AND PRACTICAL ALPHABETS 


Instractions on the use of lettering pens com- 
bined with a large selection of alphabets not 
to be found elsewhere. Over 20,000 Copies sald. 


Price 2s. 6d. 


ILLUSTRATION FOR DISPLAYS 


AND SHOWCARDS 
By W. A. VICKERS 

A comprehensive and authentic textbook cov er- 
ing thoroughly all phases of the art of ilustrat- 
ing for display and «enw backgrounds, 
showcards and posters. tog pages Demy 

uarto . 20 chapters, and 335 lucid illustrations. 

xcellent value for the low price. 


SCREEN PROCESS PRODUCTION 
By HARRY L. HIETT 


An authentx and complete Amerivan text 
book cevering thoroughh the verv latest prac - 
then the art and craft of practical Screen 
Process. 246 pages > gg chapters > orto allustra- 
Bons. Highly recommended to those who wih 
to keep in touch wath the 

developments of proces work. 


Price 15e. 0d. 


A well-produced manual written by an accom. 
plahed showeard artat. “Vho book has over 
300 slhastrations of madern showc ards and over 
Poco selling plirases to choose from, 


Price Se. 0d. 


PLANNED RETAIL 
Hy A. kh. 


Beng a complete treatec on advertiung and 
ts appleation for the retailer, both for the 
small shag and the commodity store, 


Price 7s. 64. 


THE STUDIO HANDBOOK 
Hy SAM WLLO 


The quality of the material sn chiaw brochk ts 
remarkably high, providing an unventory Chat 
will give an answer to almost: anv problem 
with whith the deugner wm comfrosted, The 
Nudio Handbook contains 62 pages of modern 
Alphabets; 40 styles of occasonal lettering | 
iyo deugns for showcard and advertacment 
laveouts > panch, masks, ornaments, rules, ctc., 
making in all 242 pages. 


Price 16s. 


PRICES INCLUDE POSTAGE. Cash 
with Order is requested. Books may 
be sent C.0.D. in UK. if required. 
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Catering exclusively for che 
packing requirements of manu- 
facturing houses, °* Packaging °° 


offers a direct means of com- 

munication with executives in 

manufacturers over one hundred diferent In 

dustries. Through its columns 

h d advertisers are enabled to reach 

a variety of trades simultene- 

per mont rea ously —through the one peper 
at one advertisement rate. 


The fact that many manu- 
facturers of packing material 
whose advertisements appeared 
in the early issues of ** Packag- 


ing "’ are still using its columns, 
AND THE PACKING RECORD aflords solid proof of tes value 
as a selling medium. 

Hf you have goods or service 
to sell to industrial firms, sell 
through "* Packaging.” Its guar- 
anteed circulation of 4,500 
copies per month Is backed by 
an A.B.C. certificate. 
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